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PROCEEDINGS 


Whereupon — 

FRANCES V. CREIGHTON 
a witness, called for examination, having been first 
duly sworn, was examined and testified as follows: 
MORNING SESSION - MAY 19, 1998 
MR. MAGEE: Good morning. 

THE WITNESS: Good morning. 

MR. MAGEE: This deposition is being 
conducted in connection with an administrative 
complaint issued by the Federal Trade Commission in 
the matter of R.J. Reynolds Tobacco Company, Docket 
Number 9285. 

My name is Peder Magee, and I'm appearing as 
counsel supporting the complaint. Also appearing 
with me today is Shira Modell, another attorney 
supporting the complaint. 

EXAMINATION 
BY MR. MAGEE: 

Q. You've been sworn in. I'm going to ask you 
some questions today. Your answers will be recorded 
by the court reporter. You need to respond orally 
to me. The court reporter can’t take down a nod. 
And I ask you to speak clearly and — Just so she 
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1 can hear it. Do you understand? 

2 A. Uh-huh. 

3 Q. Instead of an uh-huh or a huh-uh, if you can 

4 respond yes or no. 

5 A. Yes. 

6 Q. Thanks. You are under oath and required to 

7 provide truthful answers or to assert a valid 

8 privilege. Do you understand that? 

A\Yes. 

1 1L Q ^lYour attorney may object to some of my 
11 ^tprestions; however, you still have to answer the 
iL jm eglion. unless you're instructed not to. Do you 
1 lr understand that? 


| Yes ' 

If I'm unclear at a 
ferstand what I meai 
Clarify the question 


18 that^bu understand the! 

lf^ypOkay. f 

Also, if you do nota 

21 themformation necessal 

22 go ahead and tell me. 

23 pSi^f'-Okay. p 

Do yoUcjtBSderstai^ 


or you don’t 

pleafi tell me, and I'll try 
Dthe^vise I'll assume 
ulstirtn. Okay? 


r do not remember 



iwer a question, just 




If you need to tak ^ a brea k at any time, ask 
g^nd we’ll take a br 
lA|i Okay. 

Do you understar^hirh^tructions I’ve just 
jv£^ you? 

JQ| How are you feeliMwoay? 

^ Feelin s fine - 

Okay. Any illnes^.| ^a| iything like that? 
mf No illness. ^ ^ 

CD Are you taking any medications, or is there 
nything that you can think of that would affect 
ggg ability to understand or answer my questions 


nything like that? 



16 Q. Good. 

17 Would you please state and spell your full 

18 name. 

19 A. Frances, F-R-A-N-C-E-S, Virginia, 

20 V-I-R-G-I-N-I-A, Creighton, C-R-E-I-G-H-T-O-N, 

21 Q. What Is your date of birth? 

22 A. October 30th, 1951. 

23 Q. What's your current address? 

I 
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1 Q. How long have you lived there? 

2 A. Ten years. 

3 Q. Are you married? 

4 A. Yes. 

5 Q- And how long have you been married? 

6 A. Ten years. 

7 Q. Did you get the house with the husband or 

8 the husband with the house? 

9 A. Came together. 

10 Q. Do you have any children? 

11 A. None. 1 have a stepson. None of my own, 

12 Q. Ms. Creighton, have you ever been deposed 

13 before? 

14 A. Yes. 

15 Q. When was that? 

16 A. 1991. 

17 Q. Is that the only time you've been deposed? 

18 A. Yes. 

19 Q. What was that case about? 

20 A. It was the — a case with — on Winston, the 

21 Kooper case, a smoking and health related case. 

22 Q. And what was your testimony about that 

23 deposition? 

24 MR. WILLIAMS: Whoa. Don't you have a copy 

25 of it? 
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1 MR. MAGEE: I think we've gotten part of a 

2 copy of it. I'm not sure I’ve seen it all though. 

3 MR. VILLAFRANCO: 1 think we've given you a 

4 complete copy of the Kooper deposition. 

5 MR. WILLIAMS: l mean, the purpose of giving 

6 you the deposition was so she didn't have to 

7 characterize what she testified about before. 

8 MR. MAGEE: Okay. Well, 1 - 

9 MR. WILLIAMS: I don't think it’s fair to 

10 ask her what she was asked seven years ago. 

11 BY MR. MAGEE: 

12 Q. Well, If you can remember, you can tell me. 

13 If you can’t, tel) me you can't. 

14 MR. WILLIAMS: Well, can you be a little 

15 more specific in asking what you’d like to know 

16 about that deposition. 1 mean, I don’t think it’s 

17 any big issue, since it's been provided, and you 

18 should be aware of what she testified about before, ! 

19 BY MR. MAGEE: 

20 Q. Were you asked any questions about 

21 advertising or marketing? 

22 A. I recall questions in regard to advertising 

23 and the advertising code. 

^24 Q. Okay. 

25 A. I don't recall specific questions about 
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1 advertising. 

2 Q. And you said that was related to the Winston 

3 brand? 

4 A. Yes. 

5 Q. Ms. Creighton, are you currently employed? 

6 A. Yes. 

7 Q. Who Is your employer? 

8 A. R.J. Reynolds Tobacco. 

Q\R J. Reynolds Tobacco? 

1&. A.JCompany. 

1 Throughout the deposition, I'm going to 

ifTreferjto R.J. Reynolds Tobacco Company in a 
l|"filraand form just by Reynolds. 

1<TL A||A11 right. 

1 “ if* ask you'ft queslion about 

iPUlflblds, what I'm refej^^rois R.J. Reynolds 
Company. Do |gu understand that? 

L|f|yO||okay. Thank youjP^Ail| 

2&^t,..gAre you representedg&ycdbnsel? 

21 A.^Yes, Mr, Wil)iams| Mf£|^ lafranco, and 

22 Mr. Blynn. 
d who pays for 



acmaum aaa<wtoi»igiig«tmn:mBmi 


tp://legacy.library.ucsf.e(fljii(Ud^hatpsO0/pwWv.industrydocuments.ucsf.edu/docs/lsxl0001 


52189 5345 


























FEDERAL-MOGUL & T&N INDUSTRIES 
MATTER NO. 9810011 



FRANCES V. CREIGHTON 
MAY 19, 1998 


Page 1 

1 Q. Okay. Anything else? 

2 A. I reviewed my deposition from 1991, 

3 Q. And that was in the Kooper case? 

4 A. Uh-huh. 

5 Q. Anything else? 

6 A, I reviewed the testimony by Ms. Lynn Beasley 

7 at the Minnesota trial. 

8 Q. Did you review anything else? 

9 A. That's all 1 recall. 

10 Q. Have you prepared any documents or other 

11 material in preparation for this deposition? 

12 A. No, I have not. 

13 Q. Ms. Creighton, have you ever entered into 

14 any type of agreement with Reynolds regarding the 

15 confidentiality of information or material you 

16 obtain or see in connection with your job? 

17 A. I don't recall, 

18 Q. Does Reynolds have a retirement plan or a 

19 pension plan? 

20 A. Yes. 

21 Q. Are you - do you participate in it? 

22 A. Yes. 

23 Q. Can you describe your participation? Does 

24 it involve an annual contribution or part of your 

25 salary being taken out of your paychecks? 
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1 A. I'm not really sure. 

2 Q. Okay. Do you have any relatives that work 

3 for Reynolds? 

4 A. No. 

5 Q. All right. Let's talk about your education. 

6 When did you graduate from high school? 

7 A. 1969. 

8 Q. Where did you go to high school? 

9 A. Huntington High School, Huntington, West 

10 Virginia. 

1 i Q. Did you go to college? 

12 A, Yes. 

13 Q. Where did you go to college? 

14 A. Marshall University, Huntington, West 

15 Virginia. 

16 Q. What was your major? 

17 A. French and math. 

18 Q. Have you had any post-college education? 

19 A, Yes. 

20 Q. Would you describe that for me, please. 

21 A. Master's degree in French language and 

22 literature; University of Tennessee; Knoxville, 

23 Tennessee; 1976, MBA, master's in business 

24 administration; University of North Carolina at 

25 Greensboro; 1981. 
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1 Q. Anything else? 

2 A. Not that I recall. 

3 Q. That's a lot. You said you got your MBA in 

4 1981? 

5 A. Uh-huh. 

6 Q. Do you have a particular area of emphasis? 

7 A. Marketing. And if I recall, general 

8 management. 

CK Is that it? 
l fr A.j Yes. 

1 pll§j§; And when you say "marketing," what does that 
l|Tingan? 

1 [ took the required courses that satisfied 

l4“an emphasis in marketing. 

How about — I dori^Mjave an MBA and I've 
taken any marketihf^iillijes. Maybe you can 
lg ; <Ju&tgive me, as a little bit of background, what is 


18 marketing, what you stu|ie#ana got your MBA and 


IputujfMs on. pM 

, J I had classes in markings 
2lvvasah overview of the or jfctiffil, 

22 marketing research, analysing mi 

23 ||p§ttg^, and reporting th(^^^ 

25.jtas?itudies 


jng^search, which 
conducting 
g marketing research 

|W^as mostly 
ompihies marketing 



dvertising promotions, packaging, product 
fution, just really a ve^j^^ourse in the 
nentals of marketing, 

'Anything else? 

Not that 1 recall. 

Let's go through your employment history, 
jig with any jobs thaffilPirad in college. 

In college. 1 worked ppg gjjga as a 
ionist at the laborator y at Cab ell Huntington 


11 #mOkay. 

12 i worked one summer driving the steam 

13 iLa jasiotive at Disney World. After 1 completed my 

14 gigdjiate degree at the University of Tennessee, 1 

15 wasJftjad as an instructor of French here in 

16 Wmston-Salem at Wake Forest University, and 1 was 

17 an instruct of French for five years. 

18 Q. Did you over have Mr. Vlllafranco as a 

19 student at Wake Forest? 

20 A. We talked about that. I don't believe so. 

21 MR. VILLAFRANCO: I would have remembered 

22 for sure. 

23 BY MR. MAGEE; 

24 Q. After teaching French at Wake Forest, what 

25 did you do? 
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1 A. After completing my master's in business, l 

2 was hired by R.J. Reynolds. I was hired by R.J. 

3 Reynolds Tobacco international in June of 1981. 

4 Q. What Is R.J. Reynolds Tobacco International? 

5 A. it is a sister company to R.J. Reynolds 

6 Tobacco Company under -- it is another subsidiary of 

7 R.J. Reynolds Nabisco Industries - no, R.J. 

8 Reynolds Nabisco, RJRN. 

9 Q. Is RJ. Reynolds International ever referred 

10 toasTI? 

11 A. Yes. 

12 Q. And RJ-Reynolds Tobacco Company, is that 

13 ever referred to as TC? 

14 A. Generally, it's referred to as RJRT. 

15 Q. Why did you start working for RJ. Reynolds 

16 Tobacco international? 

17 MR. WILLIAMS: What was the question? Why 

18 did she start working there? | 

19 MR. MAGEE: Yeah. | 

20 THE WITNESS: 1 was offered a job. 1 

21 accepted the job. 

22 BY MR. MAGEE: 

23 Q. Okay. Did you Interview with other 

24 companies? 

25 MR. WILLIAMS: What is the relevance of 

Page 2( 

1 that? 

2 MR MAGEE: You can answer the question. 

3 THE WITNESS; Yes. 

4 BY MR. MAGEE: 

5 Q. Was there something in particular about RJ. 

6 Reynolds Tobacco International that led you to 

7 interview there and accept a job with them? 1 

8 A. It was here in Winston-Salem. 1 had an I 

9 interest in international, because of my background jf 

10 in French language and literature and the fact that I 

11 I lived overseas. R.J. Reynolds Tobacco 

12 International had a training program here in the 

13 United States for two years in marketing research. 

14 And it offered me a strong training program with the 

15 ability to be placed overseas for my future career. 

16 Q. Were you involved in the two-year training 

17 program? 

18 A. Yes. 

19 Q. Can you describe that program for me? 

20 A. It was here in the domestic company in the 

21 marketing research department. I spent anywhere 

22 from two weeks to three months in individual areas 

23 of marketing research learning the fundamentals of 

24 how we conduct marketing research in the domestic 

25 company. 
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1 At the end of that period, I moved to R.J. 

2 Reynolds Tobacco International headquarters in 

3 the — here in Winston-Salem I spent six months 

4 there learning how headquarters looks at marketing 

5 research data across the world. 

6 At the end of that period, the company 

7 decided to terminate the program of overseas 

8 placement of employees in the training program I was 
%Hn, and I was offered a position in the domestic 

company in the marketing research department. 

I So that was at the end of the two years? 

l|T A. 4 In the middle of 1983. 

I'd like you to take me through your career 
]T“ at Reynolds, If you would, and tell me each job 
l? :i yeiifye had at Reynolds. bv , 
lpifiilli Starting in 1983? ygP®^[ 

ll^^Jl was in the marketingTasearch department 
I fesan adlv brands research in $§&&&! e of 1993 -- 

® xcose me - l work||gjyM| development, the 
2n s Teadmarket introduction, ^dt&fnational 

22 introduction of Sterling. ■ ? 

23 > J^And what's Steriln 
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a new brand 


nd of'85 


tearing research 
jbscquently became 


Okay. 

2 At the end of 1990 --i|llP§i| 

3 Could you maybe give i||p. month, if you can 

4 'li^nber? plS!!Lj 

5 can’t recall if it was^uhe«e^d of'85 

8 But I was assigned a||^g||grihg research 

P : M?$lhnt manager to Came fl sub sequently became 

10 ^SH&ting research rnanagj*llrfbi|iel, 

11 When was that? 

12 ^51$$? In early 1986, as best 1 can recall. And I 

13 &awsd on Camel until early 1988 in the marketing 

14 |£|egrch department. 

15 C ~ /At- that time, I moved to Winston as the 

16 maritetmg research manager for Winston. I became 

17 senior marketing research manager about that time in 

18 early 1988. 

19 Late that year -• I don’t remember exactly 

20 the date; it would probably be October or 

21 November --1 was offered a position in brand 

22 management in the marketing department and accepted, 

23 began as marketing manager in — on what we called 

24 special markets. 

25 In either late *89 or early '90,1 became 
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1 marketing manager on a brand called Magna. I became 

2 senior marketing manager also in early 1990. 

3 In early 1991,1 became marketing - senior 

4 marketing manager for Winston. 1 remained senior 

5 marketing manager on Winston until late 1993 when 1 

6 also assumed some responsibilities for marketing on 

7 Camel, That could have also been early '94. 

8 In the middle of 1995,1 no longer worked 

9 on Winston. I took full responsibility for all of 

10 the marketing on Camel in mid 1995, and I remain 

11 that today. 

12 Q. Do you have a specific Job title right now? 

13 A. Marketing vice president. 

14 Q. All right. Focusing on your position as a 

15 marketing research analyst, which I believe you said 

16 was about — well, that was your job after the 

17 two-year training program ended In 1983? 

18 A, 1 was the equivalent of marketing research 

19 analyst during the two-year training program. And I 

20 became senior marketing research analyst in 1983 

21 when I came back to the company. 

22 Q. Okay. Starting with 1983, when you were 

23 senior marketing research analyst, could you 

24 describe for me what your responsibilities were. 

25 A. 1 was responsible for a number of different 
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1 areas of marketing research for the Sterling brand. 

2 That included setting up focus groups - 

3 MR. MAGEE: She's taking down everything. 

4 We don't need to go so slowly just for him to write 

5 this. We can move along a little quicker. 

6 THE WITNESS: All right. 

7 MR. MAGEE: That’s fine. I'm just taking my 

8 own notes to go along. 

9 MR. WILLIAMS: We're going to go as fast as 

10 you want to talk, not as fast as he's writing. 

11 Okay? 

12 THE WITNESS: Okay. 

13 MR. WILLIAMS: We've got a lot of 

14 depositions to do in this case. 

15 MR. MAGEE: If you go too fast, Til tell 

16 you, and you can slow it down. 

17 THE WITNESS: Thank you. 

18 Setting up focus groups, identifying 

19 methodologies for quantitative research, 

20 working with suppliers to develop questionnaires 

21 for quantitative research, for specifying what 

22 groups of adult smokers we would talk to in 

23 quantitative research, for evaluating the 

24 research data when it came in, and for reporting 

25 the results. 


gram am 
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1 A. We conducted focus groups among adult 

2 smokers regularly to test advertising promotion 

3 ideas for adult smokers. 

4 Q. I'm going to ask some questions about focus 

5 groups a little bit later, so I'll move on to some 

6 of your other job responsibilities. 

7 A. Okay. 

8 Q. You mentioned that you identified 

9 methodologies for quantitative research? 

10 A. Yes. 

11 Q. Is that correct? 

12 A. Yes. 

13 Q. What is quantitative research? 

14 A. Quantitative research is when you have a 

15 larger number of adult smokers that you want to ask 

16 about advertising or promotion. It could be a 

17 hundred, a hundred and fifty, two hundred or more. 

18 And we hire a supplier who interviews adult 

19 smokers with a questionnaire we’ve approved. They 

20 conduct the interviews. And the data is tabulated 

21 and then returned to us for us to evaluate the 

22 information. 

23 Q. And how do you evaluate it? 

24 A. It usually consists of a series of 

25 percentages, numbers. And you look at them 


Page 

1 different ways based on what questions you ask. 

2 Those numbers give you an indication of die 

3 performance of one idea versus another. 

4 Q. When you were a marketing research analyst, 

5 who was your boss? 

6 A. 1 had many bosses. What particular time 

7 frame are you — 

8 MR, WILLIAMS: You mean direct reports? Why 

9 don't you ask direct reports? 

10 BY MR. MAGEE: 

11 Q. Yeah. To whom did you report? 

12 A. At what time? 

13 Q. Throughout - throughout that - the time 

14 that you were employed as a marketing research 

15 analyst. I think you said it was from '83 to *85. 

16 A, Yes. My direct report from'83 to'85 would 

17 have been Mr, Greg Totterdale. ^ 

18 Q. Anybody else? ^ 

19 A. He was the director of that new brands u* 

co 

20 research area for the whole time I was there. 

to 

21 Q. So he was the main person to whom you 

22 reported? 

23 A. From 1983 to 1985. 

24 Q. During this time period, did you supervise 

25 anybody? 
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1 A. No. 

2 Q. With whom did you work during this time 

3 period? I mean - 

4 A. Can you be specific? We work with a lot of 

5 people. 

6 Q. Sure. Coworkers who would have had similar 

7 jobs as yours. Maybe you were put together on a 

8 team, something like that, or maybe you just worked 

Q lr. Totterdale. 

R. WILLIAMS: Wait a minute. That wasn't 
stion. Do you want to know who else was on 
If the --.was it Sterling brand? 
lP®s% H E WITNESS: The Sterling brand? 

1 JMR. WILLIAMS: Why don't you ask that 
lfn^lfjon: Who was on thf'&terling brand? 

1 WITNESS: Is ^Kjuestion? 

WILIAMS: IfK wants to ask it. 

18 jlR. MAGEE: That'ffbplj 

WITNESS: I bM§^fvas the only 
2 0 njarke tina research -- as fa&ggLogin recall, there 
2f was* we're going back 1 ? here. Lynn 

22 Buzzard worked on SterlifQpnRonargaret Parham. 

23 MR. MAGEE: 

24 2ft tfld ""slur ,he si® ,l ' 1 ' •“ * m 

25 


> title that you 
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1 MR. WILLIAMS: No, your next question. 

2 MR. MAGEE: I’m trying to get a handle of 

3 what a brand is. 

4 MR. WILLIAMS: 1 understand. She answered 

5 that one. What's the next question? 

r 6 MR. MAGEE: Okay. The next question is -- 

7 MR. WILLIAMS: It has something to do with 
id 8 filters or nonfilters. 

9 BY MR. MAGEE: 

10 Q. Are there any subbrands? How is a brand 

11 defined? I don't think I got an answer to that. 

12 Sounded like you didn't understand what I was - 

13 MR. WILLIAMS: No. Wait. What do you mean 

14 how was a brand defined? She was unable to give you 

15 a definition of a brand, so she give you an example 

16 of what a brand is. 

17 BY MR. MAGEE: 

18 Q. What was the example you gave me? 

19 A. 1 described a brand family with a name, a 

20 package, graphics associated with that name. And 

21 that was Camel. 

22 Q. Camel or are we talking about Sterling? 

23 A. 1 gave you an example that was Camel. 

24 Q. Okay. With respect to Sterling during this 

25 time period — when you say Sterling, are you 
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L.'-.-. A* They were on it difUfent umes. They were 

2 l^^^narketing research They had 

3 .Responsibility for more thanju^Sterling. 

4 ...Qi But during this tiiif^Rjqd of '83 to '85, 

5 |fbu forked exclusively (taJ&£,<>terltng brand; is 

6 Incorrect? 1 

7 Wit As far as I can recap®^ 

g Could you, in the this position, 

Ppiile brand for me. [ | j 

10 ^3$: A brand is - 

11 WILLIAMS: Maybe if you give him an 

12 i nrnple of what a brand is, it might become dear. 

13 p^ THE W1TNESS: A brand, iike Camel, has a 

14 Wfic name, specific trademark, packaging for the 

15 WgAcg that has recognizable graphics. 

16 MR. MAGEE: 

17 Q. I guess I'm looking more along the lines of 

18 whether there's Sterling filtered varieties, 

19 unfiltered varieties, something like that 

20 THE WITNESS: I'm sorry. 

21 MR. WILLIAMS: What’s the question? Does a 

22 brand include filter and unfiltered? Is that the 

23 question? 

24 MR. MAGEE: No. The question was in the 

25 context of her job between 1983 to'85. 


1 referring to a brand family? 

2 A. Sterling would have had more than one style 

3 of cigarettes as a part of its total brand family. 

4 Q. Okay. So the different styles are subsets 

5 of a brand family; Is that correct? 

6 MR, WILLIAMS: I’m sorry. What was the 

7 question? 

8 THE WITNESS: What is the question? 

9 (Previous question read by reporter.) 

10 MR. WILLIAMS: Do you understand the 

11 question? 

12 THE WITNESS: Not fully. Can you ask again 

13 what you mean? 

14 BY MR. MAGEE: 

15 Q. Weil, you've mentioned brand family and then 

16 you said something about styles. And I'm just 

17 trying to figure out how the hierarchy here works, 

18 if styles are part of a brand family. 

19 A. The brand family has a name, for example, 

20 Sterling. 

21 Q. Okay. 

22 A. There could be Sterling Lights. There can 

23 be Sterling Lights Menthol. There could be Sterling 

24 Lights 100s. I don’t recall all the styles for 

25 Sterling. 


I *•) V: i * iiitiH) it *31 
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Q. That's fine. 

A. But those would all be considered to be 
styles of the brand Sterling. 

Q. Okay. 

A. And they each carry the name Sterling. 

Q. During the — your job as marketing research 
analyst from ’83 to '85, were you part of a specific 
department at Reynolds? 

A\Yes. 

What department is that? 

I believe the title was marketing 
pment department, MDD. 

Okay. After '85, your next job was senior 
ting research analyst; is that correct? 

In 1983,1 was senilf-iparketing research 
on Sterling, 
pkay. 

! n 1985,1 was pror 
ting research manaj 
Okay. What were; 
thatjob? 

A. When I was promoted 
ip responsibilities 
■dh analvfltwhile I' 
in that yfegjr^qr poss 
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sponsibilities on 



istant, they were 
marketing 
n Sterling. 

!y 1986,1 moved 


1 exist, if I recall correctly, in early -- sometime 

2 in 1990. 

3 Q. Were you still working with it in 1990? 

4 A. No. i had moved to Magna. 

5 Q. What were your responsibilities on Magna? 

6 A, I was responsible for development, 

7 implementation of advertising and promotion for the 

8 Magna brand. 

9 Q. Anything else? 

10 A, Not that 1 recall. 

11 Q. And what time frame was that? 

12 A. Either late '89/early '90 until early 1991. 

13 Q. In 1991, you were-- 

14 A. I moved to Winston. 

15 Q. What were your responsibilities then? 

16 A. Again, development and implementation of 

17 advertising and promotion for the Winston brand, 

18 Q. So you were doing the same thing for Winston 

19 and Magna — 

20 A. Uh-huh. Uh-huh. Yes. 

21 Q. And after Winston? 

22 A. We had a slight change in organization, and 

23 we had more than one marketing manager on the same 

24 brand. I became head of direct marketing for 

25 Winston. 
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changed based on 


possibilities for 


el, where my respoii 
change. 

Could you describe i 
en you moved to < 

AjGenerally, they werd 

psibilities. I was responsible for setting up 
oups, conducting cpaml^five research. 


rally my 


as manager of 


zing sales data. That| 
sibilities. 

Okay. Your next] 
markets; Is that correct? 

That's when 1 moved to brand marketing in 
88. 1 was no longer in marketing research. 

And what were your responsibilities there? 

as responsible for the development and 

16 implementation of advertising and promotions for the 

1 7 special markets area. 

18 Q. What are special markets? 

19 A. Special markets was a project which was 

20 primarily focused on African American adult smokers. 

21 And my work was primarily on the Salem brand. 

22 Q. Does the special markets still exist? 

23 A. No. 

24 Q. When did it cease to exist? 

25 A. As a separate department, it ceased to 
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1 Q. When was that? 

2 A. I believe that was in late 1993 or early 

3 1994. And I also became head of direct marketing 

4 for Came! at the same time. 

5 Q. And is that what you're doing today? 

6 A. No. Today I'm over all of Camel 

7 advertising, promotion, exclusively Camel. 

8 Q. What is direct marketing? 

9 A. Direct marketing is a promotion that is sent 

10 in the mail to adult smokers who certified that they 

11 are 21 years old and older on a data base and are 

12 smokers. 

13 Q. Where do you get the names of these people? 

14 A. What specifically do you mean "where"? 

15 Q. You send them something in the mail. 

16 A. Uh-huh. 

17 Q. And I'm wondering how you find out where 

18 these people are. 

19 A. Multiple sources. Smokers can fill out a 

20 survey at — when they purchase a product with a 

21 promotion, When they fill out that survey, there's j y, 

22 an opportunity for them to sign up to be on our i 

23 mailing list. They give us their name, their 

24 address, and they provide their signature which 

25 certifies that they are 21 years old and older, are 
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1 a smoker, and are willing to receive promotions in 


2 the mail. That's one source. 

3 We also buy names from third parties. We 

4 send a survey to those names so that we can also 

5 receive the same certification of 21 years old and 

6 older and an adult smoker, 

7 We also receive names when we meet people 

8 one on one at marketing events. We certify that the 
%>'indiv{dual is a smoker and that they're over the age 
10 of2ll They show us — they sign that they are 

1 I^llifmed to be that, and they are added to our data 
if. base. * 

there any other ways? 

14". AyThose are the most that I recall. There may 


others, but those a 
l|&fflPfokay. Going back ■ 
l&gggMygie early on that wbe 
Is in ’8|To ’85, that was par 
lftgpja|peting development tj 

2t(jpWhen you promote; 
22 department were you ln?i 


23 wdpsRls always been the 


24 marketing dev 


the mar 


Mjie prjmary sources. 
jg&*iiitle bit, you 

S -ked for Sterling 
DD, or 



ved to Camel, what 


artment, 

It's also been 


epartment. And it's 
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1 MR. WILLIAMS: There was a name change. 

2 BY MR. MAGEE: 

3 Q. Has any other department ever been referred 

4 to by one of those names? 

5 A. No. 

6 Q. All right. I'm going to ask you some 

7 questions about the marketing research department. 

8 And because it’s had these three names, I'm just 

9 going to call It marketing - I'm sorry -• I'm going 

10 to call it the marketing development department and 

11 just stick with that, if that's okay. 

12 A. Okay. 

13 Q. What are the department's roles and 

14 accountabilities In the company? 

15 A. Can you be more specific? This is a large 

16 department with a large number of roles and 

17 accountabilities. Is there something you're looking 

18 for specifically? 

19 Q. What is its function? 

20 MR. WILLIAMS: Do you want something beyond 

21 marketing? What — the marketing department's 

22 function is marketing. Is there anything specific 

23 you want from this witness? 

24 MR. MAGEE: I just want to know what it 

25 does. 
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MR. WILLIAMS: Well, I think she’s told you 
what it does. Are you looking for something 
specific? 

I mean, just to say I want to know what it 
does is hardly specific enough to permit anything 


6 other than a very generalized answer. 


7 BY MR. MAGEE: 

8 Q. All right. Why don't you give me a 

9 generalized answer, to start out with, and see if we 

10 can make it more specific. 

11 A. The department provides information for the 

12 company to make decisions. 

13 Q. What kind of information? 

14 A. It can be sales information on our 

15 performance in the marketplace, quantitative 

16 research studies on specific subjects, focus group 

17 research, product testing results. All information 

18 supporting the marketing and the products that we 

19 manufacture. 

20 Q. Okay. You said it provides information to 

21 make decisions. What sorts of decisions? 

22 A. It's input to decisions like which 

23 advertising campaign we might introduce, what 

24 packaging we might use on a new brand or revised 

25 packaging on a current brand. It’s input to make 
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1 decisions on what promotions we introduce. It's 

2 sales information to evaluate performance. 

3 Q. Does the marketing development department do 

4 the same type of things now as it did when you 

5 started with the company? 

6 MR. WILLIAMS: Hold on. I'm going to 

7 object. That's vague. What do you mean "the same 

8 types of things"? What she identified? 

|s>- <BY MR. MAGEE: 

l|> Q. JCan you answer? 

1 WILLIAMS: No, no, no. She's not going 

1? to answer it until I understand what the question 
lynliTTf object to it as vague. Would you please 


1R. MAGEE: If she mwjerstapds the question, 
i answer it, unless a privilege, 

ou can object on pri'vilcge.grounds. 

R. WILLIAMS: I’m' rra&infi a form objection 


i a form objection 


eiggflt’s vague. All right'! 

it, the same types <, 
^ BY MR. MAGEE: | 
Q. Do you understand^ 
would help if you | 
t tWe thing 


i want to 


requestion? 

more specific 


ones you re 


number of 


Okay. You listed 

2 types of things marketing 

3 development department do|p>And right now I’m 

4 Whilg you whether it - ififrdtt^ose things when 

5 $6u started and contlnutM&'dq. them, or whether it 

6 dirlpine of those things-when ypu started and does 

7 ^tmf| different things nopPwls that make it any 

8 HHf clear for you? 

Most of the things tliat we qid in marketing 

10 Ye$S&rch when I started cdrfmrnrtnli be the same 

11 |msra of research that we conduct today. There 

12 Ipminly have been improvements in more 

13 Igg&stication in -- computers have added a lot to 

14 wtotwedo. 

15 at the time I joined the company, 

16 conducted our marketing research among 18-year-old 

17 and older smokers. We currently conduct our 

18 marketing research among 21 years old and older 

19 smokers. 

20 Q. But fundamentally, the role is the same? 

21 A. Same. 

22 Q. Why did you change from research on 18 and 

23 above to research on 21 and above? 

24 A. In 1992, the company decided, given the 

25 controversy that was surrounding our industry and 
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1 our company in regard to underage youth and smoking, 

2 that we would - although 18 remained the legal age 

3 for most states for the purchase of cigarettes, we 

4 wanted to distance ourselves from the -- from the 

5 criticism, so we moved to all development and all 

6 marketing at the age of 21 years old and older among 

7 smokers. 

8 Q. Wbat did you do differently? 

9 MR. WILLIAMS: Object. Vague. Form. 

10 THE WITNESS: What specifically do you mean 

11 differently? 

12 BY MR. MAGEE: 

13 Q. Well, if you changed your focus from 18 and 

14 above to 21 and above, were there any procedures 

15 enacted to insure that you weren't doing research on 

16 18 and above? 

17 MR. WILLIAMS: I'm going to object to the 

18 form of the question. 1 don't think she said they 

19 changed their focus. I think she said they changed 

20 some other things that they did. it’s not a fair 

21 question. 

22 MR. MAGEE: I’m sorry. 

23 BY MR. MAGEE: 

24 Q. What did you change, then, in 1992 when you 
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25 made the decision? 


1 A. We stopped doing focus groups and 

2 quantitative research among i 8,19, and 20-year-old 

3 smokers. 

4 Q. Anything else? 

5 MR. WILLIAMS: What? 

6 BY MR, MAGEE: 

7 Q. Did you do anything else? 

8 MR. WILLIAMS: Do anything else about what? 

9 BY MR. MAGEE: 

10 Q. It’s the same question. You just said that 

11 you stopped doing focus groups and quantitative 

12 research among 18,19, and 20-year-olds, I wanted 

13 to know If there’s anything else that you stopped 

14 doing. 

15 MR. WILLIAMS: In connection with what? 

16 MR. MAGEE: We’ve just been talking about 

17 the move in’92, 

18 MR, WILLIAMS: If that’s what you're talking 

19 about — I was asking for clarification. 

20 MR. MAGEE: Yeah. 

21 THE WITNESS: In 1992, we changed to 


22 2! -year-old and older smokers for marketing 

23 research. We continue to do 21-year-old and older. 

24 I'm not sure 1 understand if there's any 

25 other question. 
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1 A. They would talk to the marketing research 

2 department person about setting up some focus groups 

3 to expose the different advertising ideas to adult 

4 smokers of different brands. 

5 Q. Let's just stick with the hypothetical, 

6 What would happen after the focus groups were put 

7 together? Would they test the Idea? 

8 MR. WILLIAMS: Can you be a little more 

9 specific? 

10 THE WITNESS: Who do you mean? 

11 BY MR. MAGEE: 

12 Q. Okay. You said that somebody in brand 

13 management has an idea. 

14 A. Uh-huh. 

15 Q. And they talk to some people In the 

16 marketing research department. 

17 A. Uh-huh. 

18 Q. And ask them to set up focus groups to test 

19 the idea. Is that correct? 

20 A, Yes. The marketing research person would 

21 set up the focus groups. We would have specific 

22 groups that we define that we would want to speak 

23 to, groups of adult smokers. Might be a group of 

24 Camel smokers 21 years old and older. Might be a 

25 group of Marlboro smokers 21 to 34 years old. 
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1 And those groups would be set up in a 

2 location and, generally, the brand, which would be 

3 someone like me, would travel to those focus groups 

4 along with a person in marketing research, some 

5 folks from our advertising agency, some of the 

6 people possibly who report to me. We would all 

7 attend those focus groups. 

8 This is a group that's generally 

9 facilitated by an expert, a person we call a 

10 moderator. We would then conduct those focus groups 

11 and have a discussion about what the results were 

12 afterwards. 

13 Q. And what would happen if the results were 

14 bad? 

15 A. What do you mean by "bad"? 

16 Q. Okay. Well, let me start with this: What 

17 could the results be? 

18 A. We would show a campaign that people didn't 

19 like, 

20 Q. And then what would happen? 

21 A. We'd probably decide not to do the campaign. 

22 We're not in the business of having advertising that 

23 people don't like. 

24 Q. Okay. What are some other results you could 

25 get? 
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| implementation. 

i You said in 1988 yipiUti to the brand 
|gement department? 

^Uh-huh. 

| Have you worked jndtbia^my other departments 
pynolds? J 

| Since I've joined thl^STO&o'management 
frment, I've always to the present. 


I Since I've joined thf*c«iaijrc management 
jitment, I've always to the present. 

| What other departments are there within 
tolds? 

|VIR. WILLIAMS: Oh, come on. That's 
broad. It can hardly be directed towards this 


14 MAGEE: If you can answer — 

15 WILLIAMS: No. We’re not going that far 

16 afield, Peder. And if it takes an instruction not 

17 to answer, i’ll give it to him and take that one to 

18 the judge. 

19 This is about marketing and advertising. 

20 Production, you know, export, that's irrelevant to 

21 the case. And let's not waste time on it. 

22 BY MR. MAGEE: 

23 Q. Let's do this: How many departments are 

24 there? I don't want you to testily all day about 

25 the different ones. But if you can give me a sense 
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1 about how the company is set up. 

2 MR. WILLIAMS: Let me try this: We’ve given 

3 you an organizational chart. You asked for it. You 

4 subpoenaed it. You received it. We did that, in 

5 part, because we wouldn't have to take employees 

6 through the organization of Reynolds. 

7 If there’s something specific you want, 

8 we'II be happy to give you information, whether 

9 through this witness or somebody else. But you're 

10 really going very broadly here, 

1 1 MR. MAGEE: Well, let's work with me. Let's 

12 see if we cannot make it so broad. 

13 BY MR. MAGEE: 

14 Q. Can you tell me approximately how many 

15 departments there are within Reynolds? 

16 MR. WILLIAMS: Do you know? 

17 THE WITNESS: My guess would be a dozen 

18 departments. 

19 MR. WILLIAMS: Fran, we're not here to 

20 guess. 

21 THE WITNESS: I don't know. 

22 MR. WILLIAMS: This is inappropriate. 

23 THE WITNESS: I don't know. There are - 

24 there are so many different names of - whether 

25 something is a department or not, I really don’t 
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1 know. 

2 BY MR. MAGEE: 

3 Q. Okay. How about, what other departments 

4 does the brand management department work with? 

5 A. We work with the marketing research 

| 6 department that we've already talked about. We work 

7 with a department called promotions operations. We 

8 work with purchasing. We work with the legal 

9 department. We work with the PR department, with 

10 consumer relations, R & D. 

11 Q. That's research and development? 

12 A, Yes. Manufacturing. 

13 Q. All right. What other departments does the 

14 marketing development department work with? 

15 A. The marketing development department is 

16 generally a part of the team that all of the 

17 departments I described are involved in with the 

18 brand management group for a particular brand. 

19 For example, when I was the Camel research 

20 manager, I was on a team with the Camel brand. And 

21 a representative from departments like the ones I 

22 described would also be a part of that team assigned 

23 to Camel. 

24 Q. And when you say "the Camel brand," what do 

25 you mean? Are there specific people that you're 
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1 referring to, or — I'm not clear on It. 


MR. WILLIAMS: She's already defined brand. 


3 Are you looking for something beyond that? 


4 MR. MAGEE: Yeah. 

5 BY MR. MAGEE: 

6 Q. It seems like you’re using it in a different 

7 context. 

8 A. I see what you're saying. The Camel brand 
%"as ai\organizational term means the team of Reynolds 
lip employees who work on that brand. 

1 Okay. 

ifT A. iln marketing. 

if*® sifffHow many people are typically on a team? 
14"! A^Which team are you referring to? The Camel 
1 flMna, or the team I descri bliSS,, 

]pS|piLet's start with the SOp^rcrarand. 

varies, What timeframe?.Currently? 


||Now there are ten pe 
J1R. WILLIAMS: Ot 
THE WITNESS: Uh- 
BY MR. MAGEE: 

L And is that high, io 
MR. WILLIAMS: Fo 
Y MR. 



el brand? 


ut average? 
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organizational chart for Camel? 

MR. VILLAFRANCO: We’ve provided 
organizational chans dating back to 1972, And I 
believe that information is contained within those 
chans. That was in response to Spec 47 of the 
June 6 subpoena. 

MR. MAGEE: If you can name them. 

MR. WILLIAMS: Hold on. We've provided that 
information. If you've got it, bring it out and 
show it to her. 

MR, MAGEE: 1 don't have it. 

MR. WILLIAMS: Okay. Well, we're not going 
to go into it, then. 

MR, MAGEE: Are you going to instruct her 
not to answer? 

MR. WILLIAMS: You got it. 

MR. MAGEE: Okay. 

BY MR. MAGEE: 

Q. Will you answer that question? 

A, No. 

MR. WILLIAMS: I'm sorry to do that, but if 
that's what it takes to move this thing along and to 
prevent the replow — 

MR. MAGEE: Ft’s going to take more time if 
we fight about it. 


MR. WILLIAMS: I'm not fighting - to 
prevent the replowing of ground. That’s the purpose 
of the subpoena, 1 thought. 

THE WITNESS: Is it possible we could take a 
quick break? 

MR. MAGEE: Yeah, let's do that. 

(RECESS TAKEN FROM 11:36 A.M. TO 11:50 A.M.) 

BY MR. MAGEE: 

Q. I've got a couple of follow-up questions of 
some stuff that we were just talking about. The 
first Is the furthest back. 

After you worked as an assistant marketing 
research manager, I believe you said you were a 
marketing research manager? 

A. Yes. 

Q. And that was from approximately '86 to '887 

A. Yes. 

Q. I'm not sure I asked you what your 
responsibilities were In that position. So If you 
could describe those for me. 

A. As marketing research manager, 1 was on 
Camel, similar to my other responsibilities before 
that level: 1 was in charge of setting up focus 
. groups, setting up quantitative research, doing 
i sales tracking and analysis. And 1 had generally 


i a»n«»: i * n <«» j »»imgawa 
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1 one person report to me. 

2 Q. Who was that person? 

3 A. Different people reported to me during that 

4 time, and sometimes I had no one. 

5 Q. What was the position that reported to you? 

6 A. Could have been marketing research analyst, 

7 marketing research senior analyst, or assistant 

8 marketing research manager. 

Q.^Movlng up a little bit, in describing the 
l4 way|M marketing development and the brand 
1 lrollagement department Interact, I believe you said 
1.that, the marketing development department provides 
ifiiHonbatlon for the company to make decisions. 

14,„. ; jfust so I'm clear, is it accurate that the 
1 marketing department actually makes the 
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i Wgg^R . WILLIAMS: Wfi 
18 defmgAvhat decisions were 
WITNESS: Whf 
MR - m AGEE: < 

21 Q. 'Okay. When we sta 

22 questioning, we started wf 

23 thgl&tt^s marketing deve| 

24 information tomake decii 


ph —fjbink we better 
: talkitig|about. 

Piemiflns do you mean? 

this line of 

ith a general statement 

department provides 


5^; Who makes the de 

.AglDepends on the deci 
intolly, the marketing depaj|fifent will recommend a 
KiSfon to management. IpSorae^ases, it’s the CEO 
at flakes the decision. Itt>«ow»^ases, the CEO 


|g^ves a decision that's i^adc. 
m^edecisions based on tlUFfyP 

^You've mentioned tbe^c 


Qjifferent levels 
of — what the 


9 You've mentioned t he.word "teams" a couple 

10 oPpmes. And one context you used the word "team 

11 ffiaslfr describing the Camel brand team. 

13 I think you used the word "team" In another 

14 Is there another context for that word to 

15 W'fta egoprlatc? 

16 A. All these titles change. Currently, we use 

17 the term "business unit" for a brand. And so we 

18 have the Camel business unit. I might also refer to 

19 that as a team. 

20 But the brand business unit will have 

21 members from those departments 1 described 

22 earlier — PR, legal, manufacturing, promotion. 

23 Those are members of the Camel brand business unit. 

24 Q. Which you sometimes refer to as a team? 

25 A. Could be our team, yes. 
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1 Q. I'd like to show you a document that I hope 

2 will be relevant to what we're talking about. And 

3 maybe you can explain to me some of the information 

4 in it. 

5 MR. MAGEE: If we can get this marked as 

6 Creighton Exhibit Number 1. 

7 (Creighton Deposition Exhibit Number 1 was 

8 marked for identification.) 

9 BY MR, MAGEE: 

10 Q. I'm handing you a document that's been 

11 marked as Creighton Exhibit I. It's also Bate 

12 stamped MW006889 through MW006906. 

13 Would you take a look at Exhibit Number 1, 

14 please. 

15 A. Is that the first page? 

16 Q. Yes. The first page Is MW006890. 

17 A. Yes. 

18 Q. I'm sorry. Let me just correct it for the 

19 record. It's actually the second page, but it's the 

20 first page we're going to be looking at. 

21 The first page of Exhibit Number 1 says, 

22 "Established Brands Research." Under that It says, 

23 "Review Organization Role/Accountabiilties." 

24 On the first page, what Is established 

25 brands research? 
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1 A. Established brands research is a part of the 

2 marketing research department often referred to as 

3 marketing development department. It’s marketing 

4 research managers responsible for individual brands 

5 and the marketing research conducted on those 

6 individual brands. 

7 Q. Did you say that it's — that the marketing 

8 development department is part of the marketing 

9 research department? 

10 A. I don't recall if when this document was 

11 written it was called marketing development 

12 department or marketing research department. We've 

13 assumed marketing development department. 

14 The established brands research group was a 

15 subset of the marketing development department. 

16 Q. Turning to the second page of Exhibit 1, it 

17 looks like an organization chart. 

18 A. Yes. 

19 Q. Looking at the chart, can you tell roe 

20 approximately what the time frame that this chart 

21 refers to? 

22 A. I don't see a date on the document. Based 

23 on my role in that department, I believe it would be 

24 the second half of 1985 or early 1986. 

25 Q. On the second page of Exhibit 1 on the 
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1 organization chart, your name, Fran Creighton, and 

2 the name Camel appear In a box — 

3 A. Yes. 

4 Q. — at what's the bottom of the organization 

5 chart. And you're below somebody named Susan Nassar 

6 who's listed as group manager, and then below 

7 somebody named Alan Cox who's listed as the 

8 director, 

J)ld you work for Susan Nassar? 

l| A. fifes. I reported to Susan Nassar at the time 
1 Nlilifts organizational chart. 

IjjjT Q. And what was her Job? 

1 R. WILLIAMS: It says "group manager." 

1 ^TEE WITNESS: She was group manager for 
l#tlj$8rory, Doral, Camel, Mofb^nd Sterling. 

1 MR. MAGEE: 




Vnd at this time, 19( 
lit marketing reseat 
R. WILLIAMS: It's 


to '86, your Job was 
rman|ger? 

UlUilled and answered 



THE WITNESS: Yes! 

BY MR. MAGEE: 

sed on this organ|&!|lijhart, did Susan 
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^4 Below the chart, there's aKme that says, 
p,general, one asslstanf|pPiSImager.'’ What does 

K ean? ' 

That there is likely ti^^as^sistant for 
yafthese managers. It doctaat assume that 
lr| manager has an assi stant, j 

And the only manapPl^d Is Susan P 
wr She would be the gr&i&St&S&ager. These 



d Is Susan Nassar? 

feger. These are 


jnation of managers pnd Assistant managers below 


11 Okay. Beneath the line we Just talked 

12 iSiwt, there's a sentence that says, "Similar to 

13 kgpd marketing organized on a brand basis." What 

14 ^gpjthat mean? 

15 ILJjUssQ 16 marketing department was organized by 

16 brand, and so, therefore, the established brands 

17 research group was also organized by brand. 

18 Q. And the last line is "Smaller brands are 

19 combined by segments." What does "segments" mean? 

20 A. I'm not sure what it’s referring to. 

21 Q. I'd like to direct your attention to the 

22 third page of Exhibit Number 1, the first line under 

23 that heading Number 2, "Role and Accountabilities." 

24 It says, "Brand marketing Is our sole end-user." 

25 Wbat does that mean? 
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1 MR. WILLIAMS: Can we establish that this is 

2 something she wrote before you're asking what is 

3 meant by all this stuff? Let's establish a 

4 foundation for this. 

5 One of the things Td like to avoid in these 

6 depositions is presenting a document to a witness 

7 who lacks knowledge of the document, hasn't seen it 

8 before, and is asked to interpret what is meant. I 

9 don't think that's an appropriate basis. 

10 Now, if Ms. Creighton has seen the document 

11 or is aware, that's fine. But let’s establish that 

12 first. Okay? 

13 And if she is aware, then it's appropriate 

14 to ask her what is meant by it, these certain 

15 things. But it’s not appropriate to present a 

16 witness with a document and ask what is meant by it 

17 if they lack personal knowledge about it. 

18 BY MR. MAGEE: 

19 Q. Ms. Creighton, are you familiar with this 

20 document? 

21 A. 1 don't recall ever seeing this document, 

22 Q. We talked a little bit about the 

23 organization chart. And based on that, you're able 

24 to approximate the time frame. 

25 Using your background, having worked at 


Page 

1 Reynolds since 1981 and worked in established brands 

2 research — 

3 A. Yes. 

4 Q. - can you tell me what Is meant by the 

5 sentence "Brand marketing is our sole end-user"? 

6 MR. WILLIAMS: Same objection. She hasn't 

7 seen this document before. She doesn't know who 

8 wrote this. And you're asking her to interpret 

9 somebody else's statement. Object to the form. 

10 It's inappropriate and lacks foundation. 

11 You still haven't laid an appropriate 

12 foundation for this witness to testify about this 

13 document. 

14 MR. MAGEE: If you can answer. 

15 THE WITNESS: Would you repeat your 

16 question? ^ 

17 MR. MAGEE: Sure. £ 

18 BY MR. MAGEE: * 

19 Q. Wbat is meant by " Brand marketing Is our 

to 

20 sole end-user"? u> 

co 

21 A. I'm not sure. 

22 Q. Have you ever heard the expression "sole 

23 end-user"? 

24 A. I've heard the expression "end-user." 

25 Q. What was the context in which you heard that 
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MR. WILLIAMS: She left in 1987,1 think, 


1 


2 was the testimony. 


3 THE WITNESS: ’86 or'87. 

4 BY MR. MAGEE: 

5 Q. What did you talk to her about? 

6 A. We’re friends. Her husband is French, and 

7 we have that in common. So we know each other on a 

8 social basis. 

9 Q. Are you familiar with Alicia Nance Mitchell? 

10 A. No. 

11 Q. Have you ever heard that name? 

12 A. Only in the context of discussions about 
i 3 litigation in the past year and a half. 

14 Q. And with whom were those discussions? 

15 A. 1 believe— 

16 MR. WILLIAMS: Well, why don't you — were 

17 they with counsel? 

18 THE WITNESS: They were with counsel, yes. 

19 MR. WILLIAMS: Then we won’t go any further, 

20 I'm sure. 

21 BY MR. MAGEE: 

22 Q. Are you familiar with D.W. Tredennick? 

23 A. No. 

24 Q. Have you ever heard that name before? 

25 A. No. 
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1 Q, Are you familiar with F.H. Christopher, or 

2 F.H. Christopher, Jr.? 

3 A. He was at the company when I joined the 


4 company. I believe he was in charge of 


manufacturing. 

Q. Did you ever work with F.H. Christopher? 

A. No. 

Q. You said he was with manufacturing. Do you 


9 know what his specific job title was? 


10 A. I recall that he was head of manufacturing. 

11 I don’t know the title. 

12 Q. Are you familiar with W.L. Lingle? 

13 A. No. 

14 Q. Have you ever heard that name? 

15 MR. WILLIAMS: Can you spell that, please? 

16 MR. MAGEE: L-I-N-G-L-E. 

17 THE WITNESS: No. 

18 BY MR. MAGEE: 

19 Q. You've never heard the name W.L. Llngte 

20 before? 

21 A. No. 

22 Q. Are you familiar with Uziel Frydman? And 

23 let me spell that, because I'm probably not spelling 

24 that correctly. U-Z-I-E-L is the first name. And 

25 the last name is spelled F-R-Y-D-M-A-N. 
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1 A. No. 

2 Q. Have you ever heard that name before? 

3 A. No. 

4 Q. Are you familiar with Stephen Perry? 

5 A. Yes, 

6 Q. Who Is Stephen — 

7 A. If it's the same person. I'm not sure. I 

8 worked with a guy named Steve Perry when I was at 
^•R.J.^eynolds Tobacco International, back in the 

tO headquarters of Tobacco International in 1983. 

Was he your supervisor? 

Ip _ A* No. 

How did you work with him? 

IT A.i He was in the headquarters staff for 
l$Hfflplfeting research, 1 beligvc^ while I was in that 
ljP8IWi|tg program. He's soaaagjjl'ho I met with to 
l&ysptUJbout the marketing^esearch that was being 


f. Reynolds? 
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fife Is Steve Perry still 
Not the Steve Perry 
IP Do you know whai 
A. I'm sorry, no. t 
’^^ Are you familiar 


Have y 




ific job title was? 


Duffy? 


Iftaame before? 



I don't think so. 

! Are you familiar ^^^S|ry Moore? 

Who Is Jerry Mo ayt ?..'' • 

He currently work^aLRJ,^Reynolds Tobacco. 
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marketing research? 


[in marketing research. J 
| Have you ever wqPl§#l:irectly with Jerry 

1 What does he do ^tl^%iarketing rese; 

| For years he was in charge of the 
tasting area for the company, forecasting 
qne. I think he works in sales analysis now. 
t Are you familiar with Alan Cox? 


16 .Q. Who is Alan Cox? 

17 A. He — in the document review here, he was in 

18 charge of established brands research. I knew him 

19 in that position. I worked in his group. And he 

20 subsequently left the company. 

21 Q. Did you know when he left? 

22 A. I'm sorry, I don't recall. 

23 MR. WILLIAMS: You don't have to be sorry. 

24 THE WITNESS: Thank you. 

25 MR. MAGEE: Apology accepted. 


FRANCES V. CREIGHTON 

MAY 19, 1998 


Page 7 

1 BY MR. MAGEE: 

2 Q. What type of work did you do for AJan Cox? 

3 A. The same work that I was doing on Camel 

4 marketing research, any of the methodologies that I 

5 selected — 

6 MR. WILLIAMS: We've been through that. 

7 THE WITNESS: The same kind of work that I 

8 did for Susan Nassar. She reported to Alan Cox. We 

9 reviewed that information with Alan. Alan was 

10 responsible to be aware of all those things. 

11 BY MR. MAGEE: 

12 Q. Are you familiar with Dianne Burroughs? 

13 A. Yes. 

14 Q. Who's Dianne Burroughs? 

15 A. She worked in the marketing research 

16 department. 

17 Q. What did she do in the marketing research 

18 department? 

19 A. She worked in strategic planning and 

20 analysis, I believe. 

21 Q. Is she still with the company? 

22 A. No. 

23 Q. Did you ever work directly with Dianne 

24 Burroughs? 

25 A. No. 


1 Q. Are you familiar with Lynn Beasley? 

2 A. Yes. 

3 Q. Who is Lynn Beasley? 

4 A. She's currently my boss. 

5 Q. How long has she been your boss? 

6 A. 1 worked for Lynn in late - late 1988, when 

7 1 first came to marketing, up until when I moved to 

8 Magna. I did not work for Lynn again until she 

9 became vice president of Winston, which I believe 

10 was in 1993, and I have worked for Lynn ever since. 

11 Q. What is her job title? 

12 A. Executive vice president of marketing. 

13 Q. What do you do for Lynn Beasley? 

14 A. Lynn is responsible for all of marketing. 

15 She reviews alt of the recommendations that 1 make 

16 and works with me on deciding what we put in the 

17 marketplace. 

18 Q. Are you familiar with J.D. Weber, or Douglas 

19 Weber? 

20 A. Yes. 

21 Q. Who is J.D. Weber? 

22 A. Doug is in charge of the current established 

23 brands research group at R.J. Reynolds, 

24 Q. Have you ever worked directly with Doug 

25 Weber? 
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A. Many years ago, I believe I reported to Doug 
for a short period of time, when 1 was still in the 
marketing research department. 

Q. Approximately what year was that? 

A, I don't remember. 

Q, Are you familiar with D,W. von Arx? 

MR. WILLIAMS: Spell that. 

MR. MAGEE: It’s D.W., and then V-O-N, and 
f^the I^st name is A-R-X. 

JHE WITNESS: Yes. 

MR. MAGEE: 

Oy Who is Mr. von Arx? 

^j^He was president of our company for a short 
Yimejnany years ago. 


1 When you say "of& 

to Reynolds asjJ 
1 2«.:: f ::sAj;sRJR TObaCCO. 

1& Q^M’hen was he preset 
^ I don't recall what jjl 
2iljgMR. WILLIAMS: P| 
2f this information. I don't £ 

22 personal observations he« 

23 y^sraation was provide 

g: 

an get 


company," are you 

Ad ii? 


rjjgt've given you all 
||£you want her own 

Hill of this 
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1 Q. Did you work directly with him? 

2 A. 1 did not work for Rick, but he was the 

3 person that I was working with in providing 

4 marketing research to the Camel brand. He was in 

5 charge of the Camel brand at the time, 

6 Q. Are you familiar with S.L. Snyder? 

7 A. Yes. That would be Steve Snyder. 

8 Q, Who is Steve Snyder? 

9 A. He was in the marketing research department. 

10 1 don't recall which years. 

11 Q. Did you work directly with him? 

12 A. i did not work for Steve. He was a 

13 colleague on another — on other brands. 

14 Q. Thank you. 

15 MR. MAGEE: Can we go off the record for a 

16 second. 

17 (Discussion off the record.) 

18 (Lunch recess taken at 12:21 p.m.) 

19 AFTERNOON SESSION MAY 19, 1998 

20 (Commencing at 1:32 p.m.) 

21 (Mr. Blynn exits the room.) EXAMINATION 

22 BY MR. MAGEE: 

23 Q. Let me just remind you that you're still 

24 under oath. 

25 MR. WILLIAMS: She knows that. You don't 
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1 have to remind her. 

2 BY MR. MAGEE: 

3 Q. All right. Just before lunch we were going 

4 through a list of people which you identified for 

5 me. You mentioned that Diane Burrows worked in the 

6 strategic planning and analysis. I wasn't clear on 

7 whether that was a department or group or what It 

8 was, 

9 A. That would be a group in the marketing 

10 research department. 

11 Q. So the strategic planning and analysis group 

12 is within the marketing research department, is that 

13 correct? 

14 A, It was when Diane Burrows was working there 

15 Q. What time frame was that? 

16 A. That group existed when l joined the 

17 company. I'm not exactly sure how long the group 

18 was in existence. 

19 Q. Is the group currently in existence? 

20 A We do not have a group called strategic 

2 1 planning and analysis currently. Well, 1 have to be 

22 careful about the name of the group. The group that 

23 Diane was in does not currently exist. There may be 

24 a planning strategic group in the company. 

25 Q. Why was the group that Diane Burrows worked 
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1 group, you can tell me. If you can think of any 

2 others, I would like to hear them. 

3 A. What I'm not sure of is the definition of 

4 individual responsibilities and whether it really 

5 falls under strategic planning itself. There are 

6 others that report to the Scott Keith that I'm aware 

7 of, but I'm not sure that they fall under that 

8 particular function. 

9 Q. Why don't you give me the names of the 

10 people you're thinking of that report to Scott Keith / 

11 and we'll move on. 

12 A. I think the only other person I would put 

13 there is Frank Petto, P-E-T-T-O. 

14 Q. Let's switch gears a little bit: Are you 

15 familiar with National Family Opinion, Incorporated? 

16 A. Yes. 

17 Q. What is National Family Opinion, ui 

18 Incorporated? 

19 A. Can you give me a sense of a time frame “ 

20 you're thinking of, or any association I might have y, 

21 or understanding of who they are? ^ 

22 Q. Let's start with when did you first hear of n> 

23 - for shorthand, let’s Just call them NFO. When 

24 did you first hear of NFO? 

25 A. During the two-year training period in 
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1 She answered this. 

2 BY MR. MAGEE: 

3 Q. So that's the only context? 

4 A. Yes. 

5 MR. WILLIAMS: That's what she said. 

6 BY MR. MAGEE: 

7 Q. Did you work with NFO product testing after 

8 1983? 

9 A, When I was in the product testing group, I 

10 worked with them as a supplier of the product 

11 research group. After that, any results that were 

12 reported on product tests were generally reported by 

13 the marketing research person. It may have been 

14 NFO, I'm not sure how long, or even if they may even 

15 still be the supplier for product testing. 

16 Q. When were you in the product testing group? 

17 A. During that two-year period for about three 

18 months. 

19 Q. Okay. Since 1983, has anybody ever prepared 

20 any work for you using NFO data of any type? 

21 A. i don't think so. 

22 Q. Beyond the product testing group, are you 

23 aware of any other groups or departments that have 

24 received NFO data? 

25 A. No, I'm not. 


) I j I * H aftM H i 
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ployees, they 
e going to have 
8, the children 
s why 1 tty to 
; we're here 
^barch and 


WILLIAMS: T 

2 lum^femployee benefit pi 

3 ciKit^jt with people who are 

4 Wffi people who work he 

5 ^rocujiyour questions to whp*4~eh«tk we're here 

;oday, which is marketing regbarch and 

3 Y MR. MAGEE: 

Well, are you fam literJUthkny of those 
? I mean, all I’m askmfliVhat your 
11 ||nowledge Is. 

12 ^MR. WILLIAMS: Well, I'm trying to help, 

13 pEg^fying to limit this to smoking so we're clear 
14 |3l}^ what the question is when you're talking about 
15 of underage people, smoking behavior. 

16 BY MR. MAGEE: 

17 Q. Okay. Well, what we can do — well, If 
18 you've answered the question - what did you think I 
19 meant when I asked the question? Were you answering 
20 the question with respect to the surveys on smoking 
2 1 by people under the age of 18? 

22 A. My persona! experience in marketing 
23 research, I have not conducted, nor am I aware of, 

24 any marketing research studies among underaged 

25 youths. 
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1 Q. Okay. Are you aware of any studies on 

2 people under the age of 18 for any reason? 

3 A. No. 

4 Q. Do you know whether Reynolds has ever paid 

5 someone else to conduct surveys of people under the 

6 age of 18? 

7 A. I don’t know. 

8 Q. Do you know if Reynolds has ever paid 

9 someone else to collect any Information concerning 

10 people under the age of 18? 

11 A. I'm not aware of any. 

12 Q. Do you know whether Reynolds has ever 

13 received from a third party the results of surveys 

14 of people under the age of 18? 

15 A. I'm not aware of it. 

16 Q. Do you know whether Reynolds has ever 

17 received from a third party any information 

18 concerning people under the age of 18? 

19 MR. WILLIAMS: It's hopelessly overbroad. 

20 I've made the objection before. I'm continuing 

21 objection to the extent your questions are not about 

22 smoking and not limited to smoking. 

23 BY MR. MAGEE: 

24 Q. Do you want me to repeat the question? 

25 MR. WILLIAMS: You don't need to repeat the 
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1 question. I'm objecting to it. She said, "No." 

2 THE WITNESS: No. BY MR. MAGEE. 

3 Q. Ms. Creighton, are you familiar with the 

4 expression franchise aging? 

5 A. No. 

6 Q. Have you ever heard that expression? 

7 MR. WILLIAMS: She just said, "No." 

8 THE WITNESS: 1 don't believe i have. 

9 BY MR. MAGEE: 

10 Q. Are you familiar with the process of young 

11 adult smokers entering the smoking population and 

12 older smokers leaving the market? 

13 MR. WILLIAMS: Wait a minute. Can 1 have- 

14 let's have that question read back. Are you 

15 familiar with what? 

16 (Question read back.) 

17 MR. WILLIAMS: Object. Compound, at least, 

18 vague. You can rephrase if you want? 

19 THE WITNESS: What do you mean specifically 

20 about die process you're asking about? 

21 BY MR. MAGEE: 

22 Q. Have you ever heard of that process? 

23 MR. WILLIAMS: Object. Compound, vague, 

24 lacks foundation. 

25 THE WITNESS: Will you be more specific 
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i you re posing. 


|we mark this 


4R. MAGEE: . , 

L If you can answelitiiPipSestion — 

MR. WILLIAMS: W^^fee's made it clear 
she can't answer thef^^Ua^ you’re posing. 
vfR. MAGEE: 

i. Can you answer p«y||||tion? 

MR. MAGEE: Ok|^^p^||we mark this 
ghton Exhibit Numbra- 2. Dlease? 
xhibit Number 2 mafloeaTC^ identification.) 

^R. MAGEE: 

h I'm going to hand you a document that's been 
sled Creighton Exhibit Number 2. It's Bates 
nped at the bottom RH0001975 to RH0001980. 

WILLIAMS: Do you have another copy? 
Mr. MAGEE: Yeah. 


identification.) 


17 BY MR. MAGEE: 


Q. Take a second to look at that. 

A. Are you asking me to read this whole 


20 document? 


1 21 Q. Just take a quick look at it. 

22 A. (Witness reviews document.) 

23 MR, WILLIAMS: I thought she indicated that 

24 sh e j oined the company in, what, 1981? 

25 THE WITNESS: ’81. 


1 A. People decide to quit smoking everyday. 

2 Adult smokers who decide to no longer smoke. 

3 Q. Is that an expression that's used at 

4 Reynolds currently? 

5 A. It describes that adult who decides to quit 

6 smoking. 

7 Q. I'd like to direct your attention to the 

8 first paragraph on the first page of Creighton 

9 Exhibit Number 2. If you could read that. 

10 MR. WILLIAMS: Let's lay the foundation. 

11 She has not seen this before, and this pre-dated her 

12 time at Reynolds. We’re not going to put documents 

13 in front of a witness that they've never seen before 

14 and ask them to interpret it. We’re just not going 

15 to do it. 

16 MR. MAGEE: I haven't asked the question 

17 yet. 

18 MR. WILLIAMS: Ask the question, and we'll 

19 move on. 

20 THE WITNESS: Could you ask the question 

21 again? 

22 MR. MAGEE: I haven't asked the question. 1 

23 would like you to take a look at the first -- 

24 MR. WILLIAMS: He wants you to read the 

25 first paragraph. 
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hibit Nu 



MR. WILLIAMS: I 
!>lete document? 

MR, MAGEE: It's as 


y, is this a 


te as we got from 


^MR. WILLIAMS: ^dotv't-spe the author. 

; THE WITNESS: It ;- it's in here 
|(indi eating), 

4R. MAGEE: 

» I'm going to give &ou|g^l.ecument that’s been 
ked Creighton ExhfoifNufnber 3. It's Bates 
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11 fstaiBped at the bottom 80M00578- It's a memo dated 11 you’ve heard about ■ 


12 Jjfuiy 22,1980 to Horrigan from Long. 

13 MR. WILLIAMS: Do you have a copy? 

14 MAGEE: 

15 Creighton, have you ever seen Creighton 

16 exhibit Number 3? 

17 A. No. Th's was before my employment, 

18 Q. Have you ever heard reference to a MDD 


El 
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1 A. One of the counsel. Actually, I'm not sure 

2 if it was one of you, or if it was somebody in 

3 another preparation for the case. 

4 MR. WILLIAMS: Sounds like it came up in 

5 litigation. So I instruct her not to answer any 

6 further questions on that at this time. 

7 THE WITNESS: I've never seen it outside of 

8 that. 

9 BY MR. MAGEE: 

10 Q. Are there any other instances in which 


A, No. 

Q. - this memo? 

A. No. 

Q. Have you ever heard other people, excluding 


16 counsel, talking about this memo? 


A. No, I have not, 

Q. Going back to Creighton Exhibit Number 2 for 


19 report on teenage smokers 14 to 17? 


19 a second - do you still have that available? 


A. I have not. 

Q. Do you know who Mr. E.A. Horrigan is? 
A, Mr, Horrigan was — I believe he was the 


MR. WILLIAMS: 1 think the Court Reporter 


21 has Exhibit 2. 


23 C.E.O. He was the head of the company. 


Q. The head of Reynolds? 
A. Yes. 


22 THE WITNESS: Yes. 

23 BY MR. MAGEE: 

24 Q. 1 believe you’ve testified you've never seen 

25 Creighton Exhibit Number 2 before, is that correct? 


taeI :n i; i * 3Mi a m lamarum 
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1 A. That’s correct, 

2 Q. Have you ever heard anybody else discuss the 

3 document that's been marked as Creighton Exhibit 

4 Number 2? 

5 A. No, I have not. 

6 Q. Have you ever talked to anybody about the 

7 document that’s been marked Creighton Exhibit Number 

8 2 ? 

91?'’ A\No, I have not. 

1 Q. JVoil have not? 

1 I have not. 

2 (Exhibit Number 4 marked for identification.) 

MAGEE: 

<L^Ms. Creighton, I’m going to hand you a 
if StjAinnent that's been marfebd as Creighton Exhibit 
- «»,. T .s 8 r 4, it's also markfcg§ji^f86, and it's a March 


memo to Jeannie 
MR. WILLIAMS: Dcf 
MAGEE: I’m so| 
&. MAGEE: . 

Q. Ms. Creighton, hav^ 
xhlbit Number 4? 

o not recall seeing!! 


arshall from Jack Wolf. 


a copy? 


r seen Creighton 
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1 A, I don’t know the name of the department, 

2 sales analysis. 

3 Q. Are you familiar with Jack Wolf? 

4 A. Yes. 

5 Q. Who is Jack Wolf? 

6 A. Currently, or at this time? 

7 Q. Let's start out with this time, March 25th, 

8 '82? 

9 A. When I joined the company in 1981, Jack Wolf 

10 was the head of the Greensboro office for this 

11 company, M/A/R/C, a marketing research firm. 

12 Q. Is he still the head of the Greensboro 

13 office of M/A/R/C? 

14 A. He is not. 

15 Q. Do you know what he’s doing currently? 

16 A. He is the head of a part of the this 

17 company, which is called Target Base Marketing, 

18 which is database marketing. 

19 Q. This company, meaning M/A/R/C, or this 

20 company, meaning Target Base? 

21 A. I believe Target Base is a part of M/A/R/C, 

22 and he is located in Dallas, Texas. 

23 Q. Do you know whether Jack Wolf ever worked 

24 for Reynolds? 

25 A, I don't believe so. 


1 Q. What is M/A/R/C? 

2 MR. WILLIAMS: Would you spelt that for the 

3 record? I have M-A-R-C. 

4 THE WITNESS: I believe it stands for 

5 Marketing and Research Corporation. 

6 MR. WILLIAMS: Would you look at that? I 

7 believe it says counselors down a the bottom. 

8 THE WITNESS: Oh, counselors. Thank you. 1 

9 didn't see that, John. 

10 BY MR. MAGEE: 

11 Q. Are you familiar with Dawn August, who is 

12 mentioned in the first paragraph of this document? 

13 A. I don't recall. 

14 Q. The first sentence of the document says, 

15 "This Is a follow-up to the memo 1 sent you earlier 

16 that dealt with teenage smokers." Do you know what 

17 memo is referenced that first sentence? 

18 A, Ido not. 

19 Q. Do you know why — strike that. You said 

20 Jeannie Marshall worked for Reynolds, is that 

21 correct? 

22 A. That's correct. 

23 Q. Why would an employee of Reynolds receive 

24 Information regarding teenage smoking incidents and 

25 consumption? 


I ael.% ■: I * :1 atoitl »»i2(igklO 
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1 A. I have no idea why. 

2 Q. Do you know what the data contained in this 

3 memo was used for? 

4 A. No, I don't. 

5 Q. Let me direct your attention to the second 

6 paragraph on Creighton Exhibit Number 4. It reads, 

7 "I've taken her findings one step further and 

8 attempted to quantify the consumption figures to 

S them to the factor you use to reduce the MSA 
^ Do you know what MSA is? 

Yes. MSA data is shipment data, which is 
1 fLgHHjgsed sales from our company to wholesalers and 
1T jobbers. MSA is the supplier that assembles all of 
14 ; ;|he Shipment data from our company, as well as our 
1$ clhrlpptitors, and reports ihofrstoj^olume. 

looking at the pl%fnames and the 
1 ll^im^.the bottom of Cre^hton-^xhibit Number 4. 
ll Wheels Martha Abbott? | J 
1^^^^She's an R, J. Reyncff^^^oyce. She was 
2 ^^#keting research at th^hras|i 



Q.'She's a current em| 

A. She is. 

J^ :, ^hat is her job titll 
I don’t kttgggj^er jofc|j 

Do w hat 




.tge^f Reynolds? 
partly? 

iasf® 11 *- 

does at Reynolds? 
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lpMS| She's still working in the marketing 
Igpjrch department of I believe she may 

.hit: --f'm not sure. 

Who is Janis RobefwwrH 
C^JJanis also worked ii^hennarketing research 


tmem. She's still at; 
| library. 

Why would the lib 


s, and she works 


|eive this type of 


10 22 She wasn't in the li^raryatmat time. 

11 tfficj currently working in the library. 

12 Jrvj. Oh, okay. I'm sorry. I misunderstood you. 

13 pi&gUs Midge Barnes? 

14 ^8^, Midge used to work for R. J. Reynolds in the 

15 ^marfeetfo g research department. 

16 Q. Do you know when she left the company? 

17 A. I’m sorry. I don’t know. 

18 Q. Who is Linda Mabee, M-A-B-E-E? 

19 A. Linda was Jeannie Marshall's boss. She 

20 worked in the market research department. She left 

21 the company. 

22 Q. Do you know when she left the company? 

23 A. I don't know. 

24 MR. MAGEE: Do you mind if we take a break? 


THE WITNESS: Fine. 
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1 (Recess from 2:20 p.m. to 2:34 p.m.) 

2 (Mr. Villafranco leaves the room,) 

3 BY MR. MAGEE: 

4 Q. Ms. Creighton, if you would, I would like to 

5 talk a little bit, and we touched upon it morning, 

6 but maybe expand on it a bit, and that's to talk 

7 about bow advertising campaign is developed at 

8 Reynolds. What I would like you to do. If you can, 

9 is take me through the life span of an ad campaign. 

10 MR. WILLIAMS: I — I'm going to need a more 

11 specific question. Take you through the life span? 

12 What you talked about this morning is how they 

13 brought something to implementation stage. Do you 

14 want her to go through public life span, or - 

15 MR. MAGEE: No. 

16 BY MR. MAGEE: 

17 Q. When I say lifespan, I mean from — I guess 
i 8 from the inception in somebody's mind to the 

19 dissemination of the advertising to the public. 

20 MR. WILLIAMS: All right. She's already 

21 taken you through to the implementation stage. 1 

22 don't want to go through that, Ifyouhavea 

23 specific question, fine. She's already answered the 

24 question from idea through implementation. She 

25 talked to you about the focus groups what happened 


1 Page I 

t if somebody liked the focus group concept, what 

2 happened if somebody doesn't like to the focus group 

3 concepts. We've been through that area. 

4 MR. MAGEE: Letmejustcutyouoff. What I 

5 want to do is even before the focus group. This 

6 morning it was helpful and it was informative, but 1 

7 want to focus a little bit tighter on it and go 

8 through the actual steps. 

9 MR. WILLIAMS: Then ask her a specific 

10 question, because she's taken you through the steps. 

11 BY MR. MAGEE: 

12 Q. Okay. The question 1 have 1st How does an 

13 ad campaign start? JJJ 

14 MR. WILLIAMS: That’s been asked and £ 

00 

! 5 answered. u* 

16 BYMR, MAGEE: w 

U) 

17 Q. You can answer the question. cr, 

18 A. Can you be more specific in regard to a 

19 certain ad campaign, or a certain brand. 

20 Q. We can use — we can use Camel brand, since 

21 that's really why we're all here. Let's say that 

22 there's a - Camel wants to have a new ad campaign, 

23 they don't like what they've got right now, and 

24 they're going to re-do things. What would be the 

25 first step in creating an ad campaign for Camel? 


iawamaiaanMa»iiiatwHHaoH:wfflaiMii 
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1 move to a quantitative communications test of the 

2 idea among adult competitive smokers, as well as 

3 adult franchise smokers, Camel franchise smokers, 

4 We would analyze those results. The campaign that 

5 the advertising that was the most appealing that 

6 achieved the perceptions that we wanted to achieve 

7 for the brand, then would like be recommended. 

8 (Mr. Villafranco enters the room.) 

9 BY MR. MAGEE: 

10 Q. Is that It? 

11 MR. WILLIAMS: I'm sorry. Wbat do you mean 

12 is that it? 

13 BY MR. MAGEE: 

14 Q. is that It? 

15 MR. WILLIAMS: Are you saying is that the 

16 end of her answer? 

17 MR. MAGEE: Yeah. 

18 MR. WILLIAMS: Okay. 

19 THE WITNESS: That pretty much describes the 

20 process that we go through in developing 

21 advertising. 

22 BY MR. MAGEE: 

23 Q. Thank you. You've made a distinction a 

24 couple of times today between an advertisement and a 

25 promotion. Just so I'm understanding you, could you 
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1 define for me what an advertisement is? 

2 A. Versus a promotion? 

3 Q. Yes. 

4 A. An advertisement would be a message about 

5 our brand. Advertisements are usually in magazines, 

6 in newspapers, or on billboards. 

7 A promotion generally refers to an 

8 incentive that we would provide to adult smokers to 

9 purchase the brand. 

10 Q. Can you give me an example of a promotion? 

11 A. A promotion could be a coupon; it could be a 

12 value-added promotion, like buy two packs of 

13 cigarettes, get one free; could be a price discount 

14 on a brand, like 20 cents off in the store. Those 

M 

15 are examples of promotions. oo 

16 Q. What is a point of sale, or POS, I’ve seen 

17 references to? to 

18 A. POS, or point of sale, refers to advertising 

19 messages that are displayed that are in retail 

20 stores where our products are displayed and sold. 

21 Q. So point of sale would be a type of 

22 advertisement from this definition you've Just given 

23 me between advertisement and promotion? 

24 A. Yes. We would call it retail advertising, 

25 Point of sale, though, let me be sure I'm clear, 
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1 could also have a promotion message on it. We would 

2 have a piece of point of sale that says, "Buy two, 

3 get one free." 

4 Q. Okay. On the hypothetical you just outlined 

5 for me, we were talking about the development of an 

6 advertising campaign. Is there a parallel track for 

7 a promotional campaign, or is the promotion part of 

8 what you described as the ad campaign? 

^ A\We might have promotion development within 
ly the segue process of advertising development, very 
1 r^fSffar process. We might decide to do just work on 
1 ^promotions, very separate from any advertising idea. 
jg^&Q^j) oes Reynolds conduct focus groups for 
lf*nromptions? 

I ^^^^PYes. Reynolds condifcte focus groups among 
lPNsilPismolters, both franchisw^mtsjmpetitive 
linkers on promotion ideal, 
if the ultimate decisionwgo with a new 

Ij ^ttbaffU tliliip or promotlon^lll$p|lgn made by brands, 
2f|.jpj{ jjy-:s o mebody higher u P.4$|^hf£#>nipany? 

21 A. The brand will generljly .feeigh all of the 
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'dons for an advertising ct 
ng campaign to m 
and a 


When y 


fipaign?and recommend an 
t. Management will 
tor not. 

nent, what position is 
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My boss, Lynn is executive vice 

lent, Andy Shindler, our^p.%0. 

Is U one or the oth^hcvh^th, that would 

the ultimate decis£an&'~* v 

Of course it depend^ on whj|t element of the 


7 "maf|eting mix you're talkifif*irout. A new 

8 advertising campaign wotp^^p^ally be approved all 
l^fmtFl'ay up through the h^d 4L9 t !| r company. 

10 Who ,s? 

11 ^ Andy Shindler. 

12 2® MR. WILLIAMS: You’re speaking currently, is 

13 Ighj^porrect? 

14 WITNESS: Correct, That’s currently. 

15 feJ§t' MAGEE: 

16 Q. With respect to focus groups we've talked 

17 about, how are the participants for a focus group 

18 selected? 

19 A. Currently? 

20 Q. Let's start with currently. 

21 A. We contract with a facility in a location to 

22 recruit adult smokers for focus groups. They have 

23 several different means to recruit those smokers; 

24 they may have already a list of adult smokers who 

25 smoke specific brands that we're interested in 


1 talking to, and they may call those smokers and 

2 invite them to come to the facility. We may have 

3 our direct marketing list of adult smokers for that 

4 city available so that they can use that list to 

5 invite adult smokers to the focus groups. In some 

6 cases they may randomly telephone in order to 

7 identify a qualified adult smoker to come to the 

8 focus group. 

9 Q. And how do they identify a qualified adult 

10 smoker through a random telephone call? 

11 A. If you answered the phone and identified 

12 yourself as Mr. Magee, they would ask you, Mr. 

13 Magee, are you a smoker? What is your age? What 

14 brand of cigarettes do you smoke? Ask you your 

15 birth date. If you fit into the category of a, for 

16 example, Marlboro smoker, you're 25 years old, would 

17 you like to come to the facility and join us for a 

18 focus group this evening? 

19 Q. Other than the ways you just mentioned, can 

20 you think of any other techniques by which 

2 1 participants are selected for focus groups? 

22 A. There might be other techniques, those are 

23 the ones I’m most familiar with. 

24 Q. Okay. You say that's how participants are 

25 currently selected for focus groups. That suggests 


) F 

1 to me It was done differently in the past, is that 

2 correct? 

3 A. The only difference would be that prior to 

4 1992, we would have spoken with 18-, 19-, and 

5 20-year-old smokers. Since 1992, we only invite 

6 21-year-old smokers and older. 

7 Q. Once you have a pool of participants 
S selected, wbat happens next? 

9 A. Once participants arrive at the facility, 

10 they are generally screened with the same 

11 questionnaire again to validate the information that 

12 they provided over the phone or in past surveys. 

S 3 Then we might select a fewer number than come, 

14 generally we like to talk to eight or 10 adult 

15 smokers, sometimes 15 adult smokers show up, and we 

16 take eight or 10 of those 15. 

17 Q. How do you make the cut? 

18 A. If--it depends on the study. If we want 

19 to speak with primarily Marlboro Lights smokers 21 

20 years old and older, we might to decide to speak 

21 with more Marlboro Lights adult smokers than 

22 Marlboro regular adult smokers, and so we would 

23 select them, as an example. 

24 Q. Okay. What happens next? 

25 A. Generally smokers -- these smokers are 
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1 invited to a room, similar to this, and a discussion 

2 occurs with a moderator that we have hired to 

3 conduct the discussion with certain questions that 

4 we have discussed beforehand that we would like to 

5 have the moderator ~ 

6 Q. Excuse me. 

7 MR. V1LLAFRANCO: Are we disturbing you? 

8 MR. MAGEE: Yes. 

9^' %MR, WILLIAMS: Let's go off the record, 
lQtheni 

I the record.) 

i f "BY M R. MAGEE: 

1 j SQrt | 0Jt y 0U (here. 1 think we were 

14™jit the stage of once you get the participants 
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spitted for the focus grp 
what happens nex^ 

hire a moderator 
j|mjajj|ions that we would lij 
g£||||ers who attend the gri 
advertising that is shown, | 


, you were explaining 
®y€on't you continue, 

pis j- has a list of 
iUftto the adult 
, .Ipnight be 
|iri3y be a promotion 


22 idea that's shown, there may bearfew packaging idea 


own, those ideas 


ses of t 


, questions are 
iwe listen to the 
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g^ipating, and the groilps areTtnished. 

;-Q# Okay. You say w®S^^^those groups. Who 

y ou referring to? 

A number of peopl4l§il>i,atfend any one of 
es(|groups. It could be somebody on the marketing 
Kit could be somebody on the|marketing research 


6 sTOTl.it could be somebody on theijnarketing research 

7 may be somebodyPfflyPfrom the agency if 

8 wffftalking about adver|^g- ; gt|may be someone 
SH?mmS|another part of the bpsir|ess pnit. As I 

10 ofpCTibed earlier, some ofrtn^p^le we call our 

11 ftiillffimay attend. 

12 JpQ) Who prepares the questions that are asked at 

13 ghfe&cus groups? 

14 jgsA. The questions are prepared generally with 

15 ItfMyiuyjketing research person and the moderator. 

16 “These are questions that they discuss with the brand 

17 group before we actually go in and field the 

18 questions with adult smokers. 

19 Q. So you have the opportunity to change 

20 questions if you don't agree with them, or take 

21 questions out? 

22 A. Yes. 

23 Q. Does that happen very frequently? 

24 A. It depends. There might be a question that 

25 might be more relevant to the kinds of materials 
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1 we're showing in the focus groups. We even might 

2 send a note in to the moderator in the middle of the 

3 focus group to ask a question because we heard 

4 something that we would like to follow-up on. Just 

5 a very normal, general conversation is what occurs. 

6 Q. We touched upon this a little bit earlier, 

7 but if it comes out In a particular focus group that 

8 a proposed advertisement is not well received, what 

9 happens? 

10 MR. WILLIAMS: It's been asked and answered, 

11 that precise question. 

12 THE WITNESS; We don't do it. 

13 BY MR. MAGEE: 

14 Q. Okay. Is it - can the ad be put on hold 

15 and maybe resuscitated at a later point? Does brand 

16 taylor It and try to revamp it for a future focus 

17 group? When you say we don't do It, I'm just 

18 wondering if It's anymore complicated than that or 

19 If there are any other options. 

20 A. I'm not aware of pulling out old ideas and 

21 using them for work later on, years later. 

22 MR. WILLIAMS: Other than the Complaint in 

23 this case. 

24 THE WITNESS: Oh, that's true. 

25 BY MR. MAGEE: 
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] Q. Have you worked on focus groups for Camel 

2 brand cigarettes? 

3 A. Yes. 

4 Q. Have you attended specific focus groups for 

5 Camel brand cigarettes? 

6 A. Yes. 

7 Q. Are you aware of any measures that Reynolds 

8 has to determine whether a proposed cigarette ad 

9 appeals to the people under the age of 18? 

10 MR. WILLIAMS: Can I have the question 

11 again, please? 

12 THE WITNESS: Could you repeat the question? 

13 (Question read back.) 

14 MR. WILLIAMS: Can you define what you mean 
! 5 by measures? 

16 THE WITNESS: Can you define what you mean 

17 by measures? 

18 BY MR. MAGEE: 

19 Q. Procedures. 

20 A. As you know, we do not conduct any research 

21 among underage youth. When we conduct focus groups 

22 among adult smokers, currently 2 1 years old and 

23 older, we will ask those smokers if an advertisement 

24 is something they perceive to be for people of their 

25 own age, for people who are older than them, or for 
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1 people who are younger than them. We ask that 

2 question among adult smokers, 21 years old and 

3 older. 

4 Q. What happens if the focus group participants 

5 respond that the ad is for people younger than them? 

6 A. Then we would consider that it would be 

7 inappropriate for us to use that advertisement, 

8 assuming the majority — assuming we heard that from 
ft^thos^adult smokers in that group, it would be 

4 inappropriate for us to use it. We're interested in 
1 smokers. 

| O. : But if it's not a majority of the focus 

participants, you wouldn't do anything about 


j WILLIAMS: Mreeqnstrqes her testimony. 

MAGEE: ThafsfewpPPI^ trying to figure 
1Issggfegg correct me ifl'm Wong. 

1 o iMR. WILLIAMS: I'lfceBstrlined to object il 
l lte#l old •* U P Wke that. lf|^IMft an answer, 
s ^ e sa ’ di 

2^ *° t HE WITNESS: If focus group 

22 .from an adult smoker that an laea Br an ad was too 
then it's likely that not do the ad. 


to object if 


st an answer, 


g a focus group 


By rifles or procedures 



issm 

1 


s this? 


rtisements are 



litre written down th 

|| Asking adult smok 
i|me age, younger, or ol 
W Yes. 

jin the discussion grijd&ihatis written for 
bcus group, it's likely-that theje were those 
itons that appeared oifwliw-guides. I don't 
v where those guides haaferM . 

% What are the discqssi|njri»ides? 
f When I spoke of crMfmf"frfe questions that 
&puld field to adult smokers in a focus group, 
^ally there's an outline of what those questions 
Id be, it's called a discussion guide. Likely, 

| questions would be a part of that discussion 


16 Q. But you're not certain? 

17 A. Not certain where you would find it. It's a 

18 practice that is used. Moderators that we work with 

19 ask the question even if it weren't on the guide. 

20 Q. Is it true that they might not ask the 

21 question? 

22 MR. WILLIAMS: Is it true that focus group 

23 people might not ask what question? 

24 MR. MAGEE: Well, the question we're talking 

25 about, which is whether or not it appeals to people 
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1 younger than the participants. 

2 THE WITNESS: I'm confused. 

3 MR. WILLIAMS: Be careful here because he's 

4 got a double negative to that question. 

5 THE WITNESS: Would you repeat who is asking 

6 the question? 

7 BY MR. MAGEE: 

8 Q. Okay. You said the discussion guides may 

9 have a discussion about asking whether a proposed ad 

10 appeals to people that are the same age, older, or 

11 younger, than the participants, is that correct? 

12 A. Discussion guides could include that 

13 question. It is a common question for our 

14 moderators to ask that question when we show 

15 advertising. 

16 Q. Okay. Have you ever participated In a focus 

17 group where that question was not asked? 

18 A. I have participated in hundreds and hundreds 

19 of focus groups over the last 17 years, f could not 

20 recall specifically that there would be a group that 

21 wasn't asking, but for the most part, the question 

22 is always asked. 

23 Q. Other than the discussion guide, is there 

24 any employee manual or other written material that 

25 discusses the issue of screening to find out whether 
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1 a proposed advertisement or promotion appeals to 

2 people under the age of 18? 

3 MR. WILLIAMS: Are you talking in terms of 

4 focus groups, or Reynolds's polices with respect to 

5 ad content? 

6 MR. MAGEE: Right now I'm talking about 

7 focus groups. 

8 THE WITNESS: Would you repeat, then, 

9 specifically the question? 

10 BY MR. MAGEE: 

11 Q. Yeah. Other than the discussion guides, is 

12 there any other source or written materia) that 

13 discusses screening a proposed advertisement or 

14 promotion to find out whether it appeals to people 

15 under the age of 18? 

16 A. Not that I know of. 

17 MR. WILLIAMS: What I think she said before, 

18 and I don't think you meant to do this, but before 1 

19 think she said that it did not appeal to people 

20 under the age of 18, You flipped it around, your 

21 question. 

22 BY MR. MAGEE: 

23 Q. Okay. I'm sorry. If that's what happened, 

24 I didn't mean to do that. 

25 Are you familiar with any - are you 
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1 familiar with any advertisement that was rejected 

2 because it appealed to people under the age of IS? 

3 A. Yes. 

4 Q. What advertisement? 

5 A. Back in the days of Joe Camel, when we were 

6 developing advertising for the 75th birthday, 1 was 

7 the marketing research person, 1 was not the brand 

8 person at that time, we had a host of different 
^'representations of Joe Camel. When we talked to 
lfo adultjrnokers, both Camel adult smokers, as well as 
1 l xwlfpetitive adult smokers, some of the executions, I 
ll^jgmgipber one in particular, was perceived to be too 
lOOTi. There was an execution where Joe had a punk 
l^jairgdo, and, as soon as we heard that this was 
lpimlP&ropriate for this age album that it was too 


enamel, they can be 


uftpjjj'opriate for this age grou p, thg t it was too 
we eliminated it. 

you think of aiwotb^rads that were 
rejeepd? f'T" 1 

I k.AP It's been quite awhil|?**®®s% 

They don't have to 

MR. WILLIAMS: Yjurqtesfion is solely --1 
are rejected all tfH 

v K * 

to because 
qagdoflS, 


ely for people 
rtisements can be 
deluding people 
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1 A. I remember an idea for a promotion for the 

2 75th birthday that had party hats and balloons, and 

3 was not perceived to be adult, and we eliminated it. 

4 Q. Can you think of any others? 

5 A. I'm sure there could have been others, those 

6 are the ones that I recall, 

7 Q. We were talking about ads and promotions 

8 that were rejected exclusively because they appealed 

9 to persons under the age of 18. Can you think of 

10 any other ads or promotions that were rejected for 

11 more than one reason, one of which is they appealed 

12 to persons under the age of 18, that were rejected? 

13 A. 1 can't think of — I can't recall any 

14 examples where it was a combination of elements 

15 including under 18 that we rejected, no. 

16 Q. Have you ever seen a marketing research 

17 proposal? 

18 A. Any marketing research proposal ever? 

19 Q. Yes. 

20 A. For any time frame since I've been with the 

21 company? 

22 Q. Yes. 

23 A. Yes. 

24 Q. What Is a marketing research proposal? 

25 A. Marketing research proposal is presented by 
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f^psssfVlR. WILLIAMS: 

2 ^sg|§F the age of 18? Bee 

3 jgffje&ted for a variety of reasg^gpac 1 uding people 

4 the age of 18. 

5 PJiAnd let me just say, you're-asking her own 

6 j||||)nal knowledge of theseads. Jbcause, as I'm 

7 ^Hfeiyou've seen in the dolumems, there's a number 

8 *c«aqfferent views on the having 

>^|fflinfi|ng to do with Ms. Cisjj3$|CHy 

10 MAGEE: 

11 f I'm asking for your personal knowledge. 

12 And remember, we have a firm policy that we 

13 pggg§|et our products to adults. We don't want kids 

14 jtggstnoke, I don't want kids to smoke. When 1 screen 

15 jjy^iJyBipre we go forward to focus groups, we look at 

16 ' ads for the very same reason. We want to make sure 

17 that the activity that is portrayed is not directed 

18 to an audience that would be younger, our 

19 advertising agencies are very aware of that. Sol 

20 don't recall a lot of other occasions where that's 

21 occurred. 

22 Q. So are you telling me that the punk Joe 

23 Camel is the only ad that you can specifically 

24 remember that had been rejected because it appealed 

25 to persons under the age of 18? 
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1 a marketing research employee with background on the 

2 marketing project and a proposal for a type of 

3 research methodology to address questions in regard 

4 to that project; a proposed cost and a place for 

5 signature for approval. 

6 Q. How Is a marketing research proposal 

7 prepared? 

8 A. Generally a marketing research person would 

9 meet with a person from brand management, my group, 

10 discuss the project, the objectives of the project, 

11 the information which is being sought in the 

12 research, and the marketing research person would 

13 write the proposal and send it to the brand 

14 management person. 

15 Q. Is It always somebody from the marketing 

16 research department that prepares the proposal? 

17 A. The majority of the time it's marketing 

18 research that sends it. 

19 Q. Have you ever prepared a marketing research 

20 proposal? 

21 A. Yes, I have. When 1 was in marketing 

22 research. 

23 Q. What happens after a marketing research 

24 proposal is prepared? 

25 A. The proposal is signed by the marketing 
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1 research person proposing the research and sent to a 

2 list of people who approve the proposal; generally 

3 that would include that person's boss in marketing 

4 research, the person for whom the project is being 

5 proposed in marketing, and the person who can 

6 approve the cost of the research. 

7 Q. Are you familiar with established brands 

8 proposals? 

W* AXYes. 

l L QrJ what is an established brands proposal? 

11 Same thing as a marketing research proposal. 
lC^jQ^Why Is It called a established brand 
1 ^proposal, as opposed to marketing research proposal? 

14^,. /^Established brands research was a group 


the marketing resead 
aSsch should have a prc| 
t«se that title, but it's si; 


18 reses®eh proposal. 


s So established brat 


Es|ablished brands 
I 'fSr a specific brand 
racketing 

rPjsubgroup of 


|^|eting and research?, 

A. (Witness nods head 
Q. Are there any other subgroups of marketing 
jg^fts^arch that prepa 

i! Was there an 




estiori?. 


ups of marketing 
s^esearch proposals? 


pf^THE WITNESS: Ye 

2 MAGEE: 

3 Was there any other ? 

4 l^iUrch that prepare pr 

5 ; ^ /^That I receive? 

6 p ^|>g That you are aware.of? j 

7 ; There could be. PropBfflfare prepared 

8 because marketing researclfl^pij®| to spend the 
£fibh%, and they want an ajg|j|ngn$ on the cost, as 

10 the design of the research, someone in 

11 fsaiesYracking could propose an analysis that would 

12 jjoToe — that would be outside of the current 
p^g^ict for share of market data. They would write 

14 ^Jg^j-keting research proposal to do that analysis, 

13 ptelS^uld send it to me, and 1 would approve it so 

16 that we could pay for it. 

17 Q. How many subgroups are there within the 

18 marketing research department? 

19 MR, WILLIAMS: Do you know, Fran, or are you 

20 guessing? 

21 THE WITNESS: 1 don’t know. 

22 MR. WILLIAMS: Okay. Just say you don't 


23 know. 


THE WITNESS: Quite a few. 


FRANCES V. CREIGHTON 

MAY 19, 1998 


1 Q. Have you ever prepared an established brands 

2 proposal? 

3 A. I've prepared marketing research proposals, 

4 I was in the established brands research group, I 

5 don’t know if it was that established brands 

6 research group, but 1 know it would have been the 

7 same proposal. 

8 Q. Okay. Are you familiar with marketing 

9 research reports? 

10 A. Yes. 

11 Q. What is a marketing research report? 

12 A. In general what is a marketing research 

13 report? It's the findings of a marketing research 

14 project. 

15 Q. All right. How is a marketing research 

16 report prepared? 

17 A. Generally the marketing research person 

18 responsible for conducting marketing research would 

19 write a report to describe the research, the 

20 findings in the research, and their conclusions as a 

21 resuit. And they will send it to the people who 

22 attended the focus group, if that's the case, or the 

23 people working in marketing, advertising, whatever 

24 the project. 

25 Q. And who receives a marketing research 
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25 BY MR. MAGEE: 


1 report? 

2 A. The same people who receive marketing 

3 research proposals. 

4 Q. Are you familiar with advertising research 

5 reports? 

6 A. Yes. 

7 Q. What Is an advertising research report? 

8 A. Same as a marketing research report, just 

9 specific to advertising. 

10 Q. What's a promotion research report? 

11 A. Same as a market research report, just 

12 specific to promotion. 

13 Q. Thank you. I'm going to introduce some 

14 documents now, and — you guys said you wanted to 

15 take a break. 

16 MR. WILLIAMS: Why don’t we take 10 minutes. 

17 (Recess from 3:19 p.m. to 3:34 p.m.) 

18 BY MR. MAGEE: 

19 Q. Ms. Creighton, Just a couple of follow-up 

20 questions to what we were talking about before we 

21 took the break. When we talked about focus groups 

22 and determining whether a proposed advertisement or 

23 promotion appealed to somebody younger than the 

24 participants In the focus groups, you said if 

25 somebody in the focus group thought that the ad or 
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lit deposition, not an expert deposition. She 
ibefore that if somebJ||piiflfit's viewed too 
|g that it was unlikely tha&fe e ad would be 
ued. 

|Now, if you're trying-^.*&tqiblish a rule 
jf one person says, even if itj unreasonably. 


|t was skewed too yci 
sued. You're trying tq 
lute rule here, and I < 


ptnat it would not be 
g§!§|) some kind of 
.j think you 


Id find out from the SvRnesl^yhether there is 
sa rule. 


12 .r® MR. MAGEE: That's what I'm trying to do. 

13 ^|§^ust trying to find out if it's one person - 

14 ^§|§& MR, WILLIAMS: If you're trying to take a 

15 ||&g || h eticai from what she would do into some kind 

16 of RJR rule, then I'm not sure that there is such a 

17 rule. 

18 BY MR. MAGEE: 

19 Q. Okay. Can you answer the question? 

20 A. There isn't such a rule that says what 

1 21 number. Generally, from my experience, it isn't 

22 isolated to one person. If the ad, in fact, was 

23 perceived in that way, we would hear it from many 

24 more than one person. In my experience, it has 

25 always been many more than one person. 
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Q. In your experience, have you ever 
encountered a focus group where one person out of 
the focus group expressed the opinion that the ad 
appeals to people younger than the focus group 
participants? 

A. I don't recall that there would have been 


that situation. 


8 Q. Okay. Along -- when we were talking about 

9 focus groups, I was unclear on your response to a 

I o question I asked about the types of reviews Reynolds 

II has in place to determine whether an advertisement 

12 or promotion appeals to people under the age of 18. 

13 And we were talking — 

14 MR. WILLIAMS: Could you rephrase your 

15 question — to insure that it does not appeal to 

16 underage, I think is the policy here. There is no 

17 policy to insure that it appeals to people under the 

18 age of 18. 

19 BY MR. MAGEE; 

20 Q. {apologize. It's kind of a Freudian, I 

21 guess. My question is: Does Reynolds have any 

22 policies or procedures in place to insure that its 

23 advertising or promotions do not appeal to people 

24 under the age of 18? 

25 A. We have a number of different things that we 
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1 do in regards to insuring that our advertising 

2 appeals to adults. We, first of all, as you know, 

3 do not do marketing research among under age youth. 

4 We ask adult smokers their perceptions of the 

5 advertising. We also have a number of reviews that 

6 occur within the company to insure that the 

7 perception is that we are advertising to adults, and 

8 not to underage. That includes the — a panel of 

9 employees called the ad review panel. This panel is 

10 made up of employees who are not in marketing who 

11 represent a broad cross-section of adults, parents, 

12 ethnic groups who review the advertising and 

13 promotion and give their opinion as to whether or 

14 not the advertising or promotion is appropriate for 

15 adults, has any perception on their part, because as 

16 marketing we may be too close to it and not see it, 

17 perception on their part that the idea or execution 

18 would be too young. 

19 Q. Okay. In addition to the ad review panel, 

20 is there anything else in place at Reynolds to 

2 1 Insure that It's advertising or promotions do not 

22 appeal to people under the age of 18? 

23 A. We follow the advertising and promotion 

24 code. Do you have a copy of the advertising and 

25 promotion code? 
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pretty much it. * j 

2 So the advertising iiibdjVrtsimotion code deals 

3 <gs|it^appeal— 

4 ^b#MR. WILLIAMS: iflS^f 

5 |%yJ^ R. MAGEE: >>~~v,,, x 

6 I'm sorry. Impleipentatimt? 

7 • A: Implementation. P *'' 

And the other thlip^i^g^'e mentioned, the 
^Wdl^s groups, discussloa e^jdes* the ad review 

10 'jlSfi'el, review with cxterfisfftfliions, and review 

11 pvlti ) the legal department are all related to appeal? 
12j!^A. Perceptions of the content of the 
13|Kjgg8^rtising and whether it fits our adult market. 
14^0. Can you think of any others? 

1S I^A -.-.^There may be others that I'm not aware of, 

16' or that I've forgotten today. Those are the main 

17 ones. 

18 Q. Okay. With respect to the ad review panel, 

19 bow long has that been in existence? 

20 A. Since 1990,1 believe. 

21 Q. Was there anything like that prior to 1990? 

22 A. There was nothing organized, like the ad 

23 review panel. We review our advertising and 

24 promotion ideas with a large number of employees for 

25 many different reasons, and receive feedback on 
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1 those. Informally we got that feedback, but not 

2 formally. 

3 Q. How do you get this informal feedback from 

4 the employees? 

5 A. An example? 

6 Q. Sure. 

7 A. We - when the 75th birthday promotion was 

8 created for Joe Camel, the promotion was taken to 

9 the factory, and we did groups of employees on the 

10 first, second, and third shift, employees of all age 

11 groups, to hear their response and their perceptions 

12 of what the advertising and promotion ideas looked 

13 like. Even recently, when I just finished doing 

14 some new ads, I am planning to take them to 

15 manufacturing for the very same kind of response. 

16 It's happened many times over the last 10 years that 

17 I recall. 

18 Q. When we were talking about the marketing 

19 research proposals and you said that once that's 

20 created, it goes over to brand marketing and they 

21 have to approve the expenditure, is that correct? 

22 A. That’s correct. 

23 Q. Is there a subpart of brand marketing that 

24 approves It, or is there another department that 

25 actually approves the funds being spent for a 
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1 particular research? 

2 MR. WILLIAMS: 1 thought it was a the 

3 approval of an ad campaign. Wasn't that your 

4 question? 

5 MR. MAGEE: No. 

6 THE WITNESS: Marketing research proposal? 

7 MR. MAGEE: Yeah. 

8 MR. WILLIAMS: What is the question? 

9 THE WITNESS; Can you repeat the question? 

10 I've gotten lost in the meantime. 

11 MR. WILLIAMS: Who is it -- who approves the 

12 advertising campaign? 

13 BY MR. MAGEE; 

14 Q. No. No. We're talking about - okay. We 

15 were talking about marketing research proposals. 

16 A. Uh-huh. 

17 Q. You said at some point a marketing research 

18 proposal gets approved by people In the - now, 

19 you’ve got me confused, as well. Let's Just go over 

20 it again: Who approves a marketing research 

21 proposal? 

22 A. The marketing research proposal is signed by 

23 the person who proposes it, often their boss reviews 

24 it, then it's sent to marketing. The person in the 

25 group that is responsible for the project, for 
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1 example; a person who works on promotion in my group 

2 might sign that proposal, but generally 1 would sign 

3 it to approve the cost, because the marketing 

4 research dollars are in my marketing budget. 

5 Q. Okay. Thank you. 

6 (Exhibit Number 5 marked for identification.) 

7 BY MR. MAGEE: 

8 Q. I'm handing you a document that's been 
^‘ marked Creighton Exhibit Number 5. It's Bates 


K) stamped 006614 through 006615. 

1 fKsiF Have you ever seen Exhibit Number 5 before? 
it It would appear I authored this marketing 

iijPWestch proposal. 

Did you author — did you author Exhibit 

l ^^^ What is Exhibit Nutter 5^ 

ll ' ||r. WILLIAMS: It's| fflffcefng research 
lft^ra^sal. It says it at the to|P®^S| 

HE WITNESS: It's ajgg|k|||}g research 

21 proposal for Camel focus 

22 gY MR. MAGEE: 

23 i^sS&s^Lwoiild like to direc^lp^tention to tbe 



f the flrstj 
irch Prodi 


k|^g research 
gUjulsa. 

tiHlentlon to tbe 
y&e;line Marketing 
lesls it reads, "(MDD 
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1 Q. Down below that line where it says 

2 background, the second sentence reads "In keeping 

3 with Carnet's heritage, the new campaigns are 

4 intended to make a statement about the brand's image 

5 of self-confidence and individuality in a format 

6 that is innovative, provocative, and relevant to the 

7 male target smokers." Who are the male target 

8 smokers? 

9 A. They’re described above; 18-to 34-year-old 

10 male smokers. 

11 Q. And what is meant by the brand's image of 

12 self-confidence and individuality in a format that 

13 is innovative, provocative, and relevant? 

14 A. Camel has a heritage of being a brand that 

15 is smoked by adults who are self-confident, feel 

16 like individuals. It's a small brand, so it's a 

17 brand that makes a statement about that adult 

18 smoker. So those two words are associated with I 

19 Camel. Innovative, provocative, and relevant are | 

20 words that speak to the kind of advertising that we 

21 like to do among adult smokers, something 

22 eye-catching, attention-getting, impactful. 

23 Q. Further down the page, under Methodology 

24 there's a reference to Camel—I’m sorry. Average 

25 Camel BDI. 
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|13202)." Could yo |itell mg what that means? 

2 It’s almost like an JlP§§P§%g method. 

3 .^yery project is assigned aju^jgber, and, generally, 

4 !? ^^irst two digits relate fffie.-.y4ar in which the 

5 |f)ro||ct is proposed, and the^her five digits are 

6 lliitgned to the project. ^ J 

7 ^1| What does MDD PH^hr? 

8 Marketing developf^^^rtment. 

So Exhibit Number ^is related to a project 

10 was conducted in Iff^l the project number 

11 ^fft| 3202, is that correct? 

12 MR. WILLIAMS: That’s been asked and 

13 Iggggkered. You don't have to rephrase everything. 

14 given you to two answers, you don't need to 

15 l^k jyhird. Let’s move it along. 

16*BYMR. MAGEE: 

17 Q. Is that correct, Ms. Creighton? 

18 A. Yes. 

19 Q. Still on the first page, the first line 

20 reads, "To qualitatively assess the communication 

21 appeal of new Camel creative among target male 

22 smokers aged 18 to 34 years old." What does new 

23 Camel creative mean? 

24 A. Advertising that's been created for Camel 

25 that has not been in the market. 


1 A. Uh-huh. 

2 Q. Can you tell me what BDI stands for? 

3 A. Brand development index. 

4 Q. What is brand development Index? 

5 A. If I use an example, I think it would be 

6 easier: If Camel has a share of market that’s five 

7 share points in the whole total U.S., we're able to 

8 measure the share of market in our region, like 

9 Tulsa, Oklahoma. If it's average Camel BDI, the 

10 share would be five share points, that's what we are 

11 nationally. If it's below or above, it would be 

12 lower or higher than our national share. 

13 Q. Still in the Methodology section, there's a 

14 reference to high school education through some 

15 college or technical school, but not currently 

16 attending college. What is that a reference to? 

17 A. These are adult smokers, 18 to 24, or 25 to 

18 34, they're education background is asked in the 

19 screener. 

20 MR. WILLIAMS: Can I help clarify? 

21 THE WITNESS: Yes. 

22 MR. WILLIAMS: Doesn't that refer to the 

23 people you want to come to the focus group? 

24 THE WITNESS: Yes. That refers to them, 

25 exactly. 
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MR. WILLIAMS: Okay. 

THE WITNESS: It's the people who want to 
come to the focus group. 

MR. WILLIAMS: The record may not have been 
clear on that. 

THE WITNESS: High school education through 
some college or technical school, but not currently 
attending college is what describes the people that 


are inviting to the groups. 



MAGEE: 

Why would you not want people who are 
tag college involved In the groups? 

?|I don't recall. 

Okay. I'm sorry, I'm still on the first 


Okay, 

own at the botto 
Composition, and then tl 
i like — are these the! 
se focus groups? 

A.’ Group Composition 
fight-hand comer? 
eab. 

to 24^gggspld m 
all be smokers. ^ 




got Group 
e age groups. It 
he participants 



■he bottom 



feet. And they 
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On the second pag|,! abbiitjhalf way down, 
Concurrence. 

Yes. 

It says Marketing |S®veJopjnent and Brand 
etiog, there's someframes ^nd some signatures 
r there. What does|hat mean? 

As I've described eafffig^ori marketing 
ch proposals, gener^^P^|iarketing research 
n proposes the resea^Top boss signs, Ellen 
was the head of the wole established brands 
arch groups, somebody in marketing you're doing 
project with signs, L.J, Brenniger is the 
ien name for Lynn Beasley, she was the brand 
,ger at the time, Rick Sanders was likely her 




Q. And at this point in time, you were part of 
the marketing development department? 

A, That's correct. 

Q. Did the Tulsa focus groups actually take 
place? 

A. 1 don't know. 1 believe so. 

(Exhibit Number 6 marked for identification.) 

23 BY MR. MAGEE: 

24 Q. I'm handing you a document that's been 

25 marked Creighton Exhibit Number 6. It purports to 

M E THE ’ REC B M 
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1 be an advertising research report, dated August 14, 

2 1987, and it's identified at the bottom with CX966. 

3 Are you familiar with Exhibit Number 6 ? 

4 A. Well, it's been over 10 years, but it's my 

5 -- it was written by me. It was finom me. I assume 

6 that I am familiar. 

7 Q. Okay. At the top on the first page of 

8 Exhibit 6 , there’s a reference to MDD 87-13202. 

9 A. Yes. 

10 Q. Is that the - let me rephrase that: Based 

11 on that number, is this report related to the report 

12 we just discussed that was marked as Exhibit 5? 

13 A. Yes. 

14 Q. They both deal with the same project and the 

15 same year? 

16 A. Yes. 

17 Q. 1 realize the document says it's from F.V, 

18 Creighton, but let me just ask you: Did you write 

19 Exhibit Number 6? 

20 MR. WILLIAMS: She just said she did. 

21 THE WITNESS: Yes. 

22 BY MR. MAGEE: 

23 Q, What was your job title at the time you 

24 wrote Exhibit Number six? 

25 A. Marketing research manager. 

_____ _ _____ 

1 Q. Is this typical of the type of work you 

2 performed as a marketing research manager? 

3 MR. WILLIAMS: Object. It's vague. The 

4 question: Did she do this in the course of her 

5 responsibilities, or did she do others like this? 

6 BY MR. MAGEE: 

7 Q. Did you understand the question? 

8 A. Is this typical? Why don't you rephrase the 

9 question for me. 

10 Q. Is this typical of the type of work you 

11 performed as a marketing research manager? 

12 A. This, along with many other types of 

13 research, yes. 

14 Q. Who requested that you prepare Exhibit 

15 Number 6? 

16 MR. WILLIAMS: Did anyone request? Why 

17 don’t you establish that Erst? 

18 THE WITNESS: It was part of our procedure 

19 that after we would conduct focus groups, we would 

20 write a report. So there was no specific request 

21 that I know of by any of these individuals, it was 

22 just the process of the job. 

23 BY MR. MAGEE: 

24 Q. Turning to the second page of Exhibit 6 , 

25 under the Purpose, It states — it refers to new 

>,INC.«(301)870-8025 
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fessss&gt in the background, and that ^ what this 

2 statement relates to. 

3 iSSSp.^Okay. On the next pagf ^Exhibit Number 6, 

4 rtifeiSfrst paragraph statesj/f/bverpll, those campaign 

S vhich feature the Gamel brand rather than 
as the central character ofa story line, 
uccessfully met CatMpf^dvertis 1 ng 
ves." What does t|p ^ Bl|i? 

R. WILLIAMS: AK^uasking her what 
s advertising objectfvllnllil? 

11 MAGEE: I'm asking her what the first 

12 Ipflnce of the third page « 

13 ^«M R- WILLIAMS: No. I understand that. 

14 than what it says? 

15 MAGEE: I don't understand it. 

16 * M&. WILLIAMS: Well, then ask her what you 

17 don’t understand about it, because we’re not going 
18 to go through a document that seems self-explanatory 
19 and say what does it mean. If you have a specific 
20 question, ask her the specific question. We're not 
21 going to play this game where you just read a 
22 sentence out of something and say what does it mean. 
23 Do you have a specific question? 

24 MR. MAGEE: The question is pending. 

25 THE WITNESS: I am confused about what your 


1 MR. MAGEE: You can certainly answer the 

2 question by - 

3 MR. WILLIAMS: I know. But you can answer 

4 this question by reference to what it says in the 

5 document. If you're confused about something, fine. 

6 But read the whole document. The objectives are 

7 listed on Page 2 of exhibit 6. 

8 BY MR. MAGEE: 

9 Q. If you can respond to the question. 

10 A. I can repeat the answer I gave before; the 

11 new advertising is intended to make a positive 

12 statement about the brand's image of authenticity, 

13 self-confidence, and individuality in a format 

14 that's relevant to our target. 

15 Q. Thank you. On the next paragraph there's a 

16 reference to - I'm sorry. It’s on, actually, the 

17 third paragraph of the third page. There's a 

18 reference to the French camel. What Is the French 

19 camel? 

20 A. The third paragraph on Page 3? 

21 Q. It should be the third page of Exhibit 6. 

22 A. The French camel is a reference to the 

23 poster that has been — that was originally drawn to 

24 smokers, and it was used in France, and we called it 

25 the French camel, the Camel in the poster. 
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1 Q, When was this poster shown to smokers in 

2 France? 

3 A. I don't know anything about — 

4 MR. WILLIAMS: Hold on. There's no secular 

5 to that question. When was -- when was the French 

6 Camel poster shown in France? 

7 MR. MAGEE: Yeah. She just said that — I 

8 asked her if the French came! was in reference to a 

Q originally shown to smokers in France. 

HE WITNESS: 1 wasn't clear. It came from 
ising for Camel in France. That poster is 
1 IT something that we used in focus groups with adult 
l| : ' 'StiS8feers here in the United States. 

MAGEE: , 

l|§liip|| When we refer to in this 

I Ipgmggtent, it refers to the ggpteL^ the poster that 
18 we tfged here in America jnfbeuslgroups. 
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ipis.Jp Okay. Is the refet! 
20 ifi this document, Exhib; 
2? poster of the French caij 

22 .other way? 

23 igg^v'-Ithink it's referrin 
elTllustra 

to tha 



the French camel 
er 6 referring to the 
i it used in some 




age of the 
ns, which was 
am® poster that we 
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hally used. t 

I Okay. And you w^!P 
j in Exhibit 6. Maybe if 
: that is so I can turr|l£ 
I the record. h*™ 


hg at a particular 
could tell me what 
d we can identify 

lipping through the 


6 MR. WILLIAMS: S^rewasJ|ipping through the 

8 »THE WITNESS: I through all the 

and I see a camel oa mlny d ifferent pages 

10 ll|lr'resennbles the camel tmnwecall the French 

11 because it came from the original poster of 

12 JneTrench camel. 

13 Okay. Maybe — could we — could you do 

14 Jfofe.T or me; identify the pages where you see the 

15 camel in this document. 

16 M*R. WILLIAMS: 1 don’t think the French 

17 camel is in this document, is it? 

18 THE WITNESS: The French camel poster is not 

19 in this document. 

20 BY MR. MAGEE: 

21 Q. Okay. 

22 A. Based on us having used that French camel 

23 poster with adult smokers in previous groups, 1 

24 believe it was previous, we may have referred to 

25 this illustration as, quote, unquote, "the French 
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1 camel." But this is not the same poster that was 

2 the original. 

3 Q. Okay. Which page are you looking at right 

4 now? 

5 A. I'm looking at all the pages where there is 

6 a camel that's illustrated in the advertisement. 

7 Q. Okay. Let's — If you would, turn with me 

8 to — I believe It's the fourth page of Exhibit 6 . 

9 It's marked at the bottom RM041831. 

10 A. Yes. 

11 Q. And there appears to be a copy of a proposed 

12 ad at the bottom, is that correct? 

13 A. Yes. 

14 Q. Has a came] on the beach, and the camel is 

15 smoking a cigarette, is that correct? 

16 A. Yes. 

17 Q. Is the camel on this page the French camel? 

18 A. I believe that the reference in the copy 

19 refers to the French camel. This is not the French 

20 camel that was in the original poster. 

21 Q. Is the camel that’s on Page RM041831 based 

22 on the French camel poster? 

23 A. I believe so. 

24 Q. What about this camel leads you to believe 

25 that it was based on the French poster? 
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1 A. The term French camel used in the text. 

2 Q. Is there anything about the art of the 

3 proposed ad that makes you think that this camel was 

4 based on the French camel? 

5 A. The idea of a smoking camel came from the 

6 French camel poster, and this is a smoking camel 

7 illustrated, that's why I would believe that it was 

8 based on the French camel. 

9 Q. Was the French camel also illustrated? 

10 A. It was an illustration, yes. 

11 Q. Whose Idea was it to use a camel based on 

12 the French camel in these focus groups? 

13 A. 1 don't know. 

14 Q. Was it your idea? 

15 A, No. 

16 Q. Do you know if there were any other focus 

17 groups conducted using the French camel, or 

18 variation of the French camel? 

19 A. Yes. In focus groups in 1987,1 don't 

20 recall exactly the month, the French camel poster 

21 was shown to adult competitive smokers, 18 to 24 and 

22 25 to 34, adult Camel smokers 18 years old and 

23 older. And it was in a series of promotions that 

24 were being shown for Camel. It was not actually in 

25 the promotions, but the moderator showed the poster 
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1 itself in the discussion of those promotions. 

2 Q. Were you involved in those focus groups? 

3 A. Yes. 

4 Q. Whose idea was it to show the poster of the 

5 French camel? 

6 A. The moderator, along with myself, and the 

7 brand manager agreed to show the camel poster, the 

8 French camel poster. 

9p' Qiv Who was the moderator? 
l(i A. JSusan Nassar, N-A-S-S-A-R. 

I l^llifr Who was the third person, in addition to 
if" yourself? 

lf~^rcTThe mana g er Lynn Brenniger, then, now 
14™LynjyBeas]ey, 

II 'f&'f.You said you were Showing the focus group 
Ip-ptilfiHpants promottonsX^g§l^®| 
lfgglljjAKfcProniotion ideas for Camel 

1 IqJo why would you fhe® , *hiw them a poster of 
camel? pHiilil 

J?jL i There were several ideas were humorous 
2i lcfeasTor these promotion^LQ|reysiea, or more, had 


22 a representation of the camef 


fekgigarettes. The on| 
haa a picttmya| the ca 
jand it samJlNot jusf 


Igt were humorous 
: Idea, or more, had 
ifg on the pack of 
Si most was an ad 
be up from the 
iel pretty face." 
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1 Q. Was this the first time that the French 

2 camel was shown in the U.S.? 

3 A. 1 don’t think so. The French camel poster 

4 was used on some promotions only. It was not used 

5 in advertising that I'm aware of. 

6 Q. Do you know what types of promotions? 

7 A. There was a retail promotion with a T-shirt 

8 with the French camel poster image on it that was 

9 implemented in, I believe, 1986, could have been 

10 1985, I'm not sure. 

1 1 Q, Any other promotions? 

12 A. 1 don't recall. There may have been. 

13 Q. That's the only one you recall, the T-shirt? 

14 A. That's the only one 1 recall. 

15 Q. Just so I’m clear, the promotion was for a 

16 T-shirt with the French camel poster image on It, It 

17 wasn't giving out the poster itself, is that 

if 18 correct? 

19 A. That's correct. 

20 Q. Do you know when In 1987 the French camel 

21 poster was shown to the focus groups? 

22 A. The exact dates of those groups? 

23 Q. You can approximate. 

24 A. I can't recall. 

25 Q. But it was prior to August 14, 1987? 
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cers, adult smokers, that were^Camel smokers, as 
Ss other adult smokeilf|9illlt4 and 25 to 34, 

;5 plus loved the humord||£ ad, but pointed 
j us that they could npltcogBize that it was 
lei's face because of the-.cla$£ up. So we 
ed the French poster as an alternative to that 


8 In all of the groups in that 

#- s :ie^P|eries of Camel franc|ise|aduljt smokers, as well 

10 aPru ages of adult smokereWmSlipetitive brands, 

11 |me^£sponse was very enthusiastically positive. 

12 jurat's what happened. 

13 Where did you get the French camel poster? 

14 I believe Ms, Nassar had a copy of it. 

15 I^qLb o you know where she got it? 

16 ' tfa. WILLIAMS: It was publicly available, 

17 THE WITNESS: It was in magazines at the 

18 time in print, running in print, running in France 

19 at that time. Well, it might not have been at the 

20 time, it could have been that she pulled it from a 

21 magazine in France when it ran earlier. 

22 BY MR. MAGEE: 

23 Q. So you're not certain exactly how tt was 

24 that she had the camel poster? 

25 A. No, sir. 


1 A. It could have been actually prior to or 

2 after, I don't recall. 

3 Q. Okay. I'm looking at the — still on the 

4 fourth page, where you've Identified the ad with the 

5 camel that looks like the French camel poster camel. 

6 There's a sentence in the first paragraph, It says, 

7 "The French camel seemed to accomplish a truly 

8 unique and positive statement of individuality, but 

! 9 remained well within the boundaries of peer group 

10 acceptance. Can you explain that sentence to me? 

11 MR. WILLIAMS: Tell her what you don't 

12 understand about that statement. It seems pretty 

13 self-explanatory to us over here. 

14 MR. MAGEE: Okay. I 

15 MR. WILLIAMS: If you have a specific 

16 question that you're unclear on, ask her the 

17 specific question. 

18 MR. MAGEE: Okay. It doesn't seem 

19 self-explanatory to me over here. 

20 MR. WILLIAMS: Well, then ask her what you 

21 don't--no. Ask her what you don't understand 

22 about it, then she'll answer that. 

23 BY MR. MAGEE: 

24 Q. Okay. I don't understand what that sentence 
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1 MR. WILLIAMS: Move on. Don't answer the 

2 question. If you have a specific uncertainty, we'll 

3 answer the question. You're not just reading her 

4 things out of the document and saying what does it 

5 mean. Ask her a specific question. 

6 BY MR. MAGEE: 

7 Q. Did you write this document? 

8 A. Yes. 

1"' Q, So presumably you know what the sentences 

j MR. WILLIAMS: The sentences -- that is not 

lj| mygbjection. My objection is - we’re not going to 
lf'npniro'OUgh this exercise of you reading her 
14“^senjsnces and you say explain it to me. If you are 
I^ 1 r|jl«ear, we will clarify it^htwou-j 


sWftfR. MAGEE: Tha| 

^|lR. WILLIAMS: 
k .jSpMR' MAGEE: I’m i| 
|||||ghout this document^ 
aonr understand, | 
MR. WILLIAMS: 4 
|5pHipderstand about it| 
MAGES I do* 



asking you to 

lus what — 

|ing every sentence 
|ked a few that I 

jn tell us what you 

stand what it 
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1 Q. Thank you. That makes much more sense to 

2 me. Could you turn to the next page of Exhibit 6 , 

3 please. 

4 A. Uh-huh. 

5 Q. In the middle of the page there's a - what 

6 appears to be a proposed advertisement of a came) 

7 smoking a cigarette, It looks like he’s In a car. 

S And the copy on that says, "Camel, never ordinary." 
s 9 Is that also based on - let me strike that. Is the 

10 camel that’s in that proposed ad also based on the 

11 French camel poster? 

12 A. Let me clarify: If 1 compare this to the 

13 French camel poster, the head, the representation of 

14 the illustration of the smoking camel's head, would, 

15 in my opinion, resemble the French camel poster, 

16 There was no rest of the camel in that poster. From 

17 that perspective, they're similar. 

18 Q. Going back to Page 3 of Exhibit 6 , there's a 

19 line on the second paragraph, it says, "The brand 

20 personality campaign" - 

21 MR, WILLIAMS: Could you direct her to the 

22 paragraph? 

23 BY MR. MAGEE: 

24 Q. Yeah. It’s the third page, and it's the 

25 second paragraph. 


Page 15a 


Page 16 



MR. WILLIAMS: ft's self-explanatory. 

IR. MAGEE: 

What is a truly uni^u^ad positive 
ment of lndividual|lpU mm 4 
MR. WILLIAMS; Garvyeu do a better job than 
is reflected there? , J 


7 P-JTHE WITNESS: TfWIfrtising objective was 

8 nlniave a unique and pos|||£tp$g|ement of 
$F|!fis|idua]ity. That's wh&djis achieved, that’s 

10 what I wrote. 

11 MAGEE: 

12 There seems to me to be some internal 

13 legafl ict between a positive statement of 

14 ^indiv iduality and remaining within the boundaries of 

15 Ii»gftE.js roup acceptance. Maybe you can explain that 

16 ! seeming contradiction to me. 

17 MR. WILLIAMS: 1 object. It’s not a 

18 contradiction. 

19 BY MR. MAGEE: 

20 Q. I'm explaining how I interpreted it, and 

21 asking you to explain it to me. 

22 A. What it means to me is that you can make a 

23 statement of individuality, but you haven't gone so 

24 far as to be unacceptable to the rest of your 

25 friends. 


1 A. This page? 

2 Q. It's that page that’s marked RM041830. 

3 A. Okay. 

4 Q. I just want to ask you a question about that 

5 first sentence in the second paragraph. It seems to 

6 me to be referring to the never ordinary campaign, 

7 and saying that that is one of the strongest ads 

8 that was tested among focus groups, is that correct? 

9 A. It would appear that among the advertising 

10 ideas shown in this group, the statement was that it 

L i was strongest and usually most positive among male 

12 target smokers. 

13 Q. And the reference to the "Camel, never 

14 ordinary," is that a reference to the ad on Page 

15 RM041832, should be the 5th page of the document, 

16 that has the Camel smoking the cigarette in the car? 

17 A. "Camel, never ordinary" appears on more than 

18 just that page, it would be all the ideas under that 

19 line. 

20 Q. Okay. 

21 MR. WILLIAMS: So the beach camel, the car 

22 camel, and the — what's this camel? 

23 THE WITNESS: It looks like the pack camel 

24 was included. The pack camel's in the car. 

25 BY MR. MAGEE: 


i atiim»: i * a w laMgumrcmami 
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R. MAGEE: H 

And Just for the rec 
campaigns, the cap 



u said none of 
you've just read 


On the last page 


6 That’s correct. . jf 

7 ^Hut " out of this docunrenfpwhich is Exhibit 6? 

8 Thank you. 

sssTS ^ C0U Pt e more q uestions: On the last page 

10 tf^Exhibit 6 there's a refeVeKce^ito two proposed ads 

11 fwtfi|the copy, "Bring out the beast." At the very 

12 Jlrctotn of the page, the ''Bring out the beast" 

13 ^Ks&posed ad appears to resemble the camel smoking 

14 jgg^cigarette in the car that was used in the never 

15 j&eatttftfr y proposed ad. 

16 A, I'm lost. I'm sorry. 

17 MR. WILLIAMS: He's saying that this guy 

18 looks like the one on Page 4, 

19 THE WITNESS: It appears that it's the same 

20 ad with a different headline, 

21 BY MR. MAGEE: 

22 Q. Okay. 

23 A. We often refer to the camel on the pack as 

24 the beast. 

25 Q. Okay. 
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1 A. It's just a common term in our company for a 

2 camel. 

3 Q. Okay, 

4 (Exhibit Number 7 marked for identification.) 

5 BY MR. MAGEE: 

6 Q. I'm handing you a document that's been 

7 marked Creighton Exhibit Number 7. It's a marketing 

8 and research proposal, and it's Bates stamped at the 

9 bottom 004412, and on the second page 004413. 

10 A. (Witness reviews document.) 

11 Q. Just a couple of quick questions on this 

12 one, Ms, Creighton. 

13 A. Uh-huh. 

14 Q. Did you prepare the document that's marked 

15 Exhibit 7? 

16 A. Yes. 

17 Q. Exhibit Number 7 Is a marketing research 

18 proposal, and the MMD number Is 87*13203. 

19 A. Yes. 

20 Q. What, if any, relation does projects 

21 87-13203 have to project 87-13202? 

22 MR. WILLIAMS: It's actually- 

23 THE WITNESS: Totally different project. 

24 MR. WILLIAMS: — a proposal. 

25 THE WITNESS: Different proposal from a 
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1 different set of focus groups. 

2 BY MR. MAGEE: 

3 Q. The reason I was using projects, I thought 

4 earlier that you explained to me that the MDD 

5 #87-13202 meant marketing development department, 

6 and the 87 was the year, and the 13202 was the 

7 project number? 

8 A. For those particular focus groups, the 

9 assigned number for that research. 

10 Q. Okay. Okay. As 1 said, this Is marked 

11 13203, one beyond 13202. Is there any connection 

12 between the two? 

13 A. It's probably the next set of focus groups 

14 that 1 conducted after the ones in Tulsa in July. 

15 Q. Okay. So It has no specific relation to 

16 87-13202, It's just the next one in line? 

17 A. Next one in line. It’s accounting. j 

18 Q. Great. 

19 (Exhibit Number 8 was marked for Identification.) 

20 BY MR. MAGEE: 

21 Q. I hand you Exhibit Number -- Creighton 

22 Exhibit Number 8 . it's a promotion research report, 

23 and it’s marked CX968 at the bottom. 

24 Are you familiar with Exhibit Number 8 ? 

25 A, I don't recall this specific document. 


i at) »; i * mtM) u m i; mpmu 
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WITNESS: 0975? 1 

2 L^k lR. MAGEE: Yes. 

3 M ^R. WILLIAMS: Yes . 

4 ®klR. MAGEE: fll— ^ 

5 ff Q|: And at tbe top of tfw<pageit says 

6 Anaf hment Free. Therms a reference on this page 

7 ToThe CAM posters, it's flifnTialf way down the 

S . Are you familiar >|tIipij||cAM posters? 

I don't recall speciE£||!jyhjPe posters, 
s a promotion idea, eUaenu^ that was tested 
11 |lp7Srig adult smokers. This is an example of what I 
12 JpHs telling you before, when something is eliminated 
13 pjsggguse it is perceived by these smokers to be too 
14 This is a good example here. 

15 Lg^lgAnd in this case it appears that the 
16 participants of the focus group viewed the promotion 
17 and thought it was more suitable for teenagers? 

18 A. That's what it says here. 

19 Q. Do you have any Idea what happened to this 
20 proposed promotion? 

21 A. We never ran a CAMBO promotion. I assume it 
22 was eliminated for that very reason. 

23 Q. Did you ever run a CAM posters promotion? 
24 A. Not that 1 know of. 

25 MR. WILLIAMS: I think she said she didn't 
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1 know what a CAM poster promotion is. 

2 THE WITNESS: I don't know what CAM poster 

3 is. I don't know what those specifically look like. 

4 But we did not run a promotion called 

5 CAMBO. 

6 BY MR. MAGEE: 

7 Q, When you say we, of course, you're referring 

8 to- 

9 A. Camel, the brand. 

10 Q. - the Camel brand? 

11 A. Reynolds. 

12 (Exhibit Number 9 marked for identification,) 

13 BY MR. MAGEE: 

14 Q. I'm handing you a document that's been 

15 marked Creighton Exhibit Number 9. It's a marketing 

16 and research report dated February 1, 1985. It's 

17 marked CX79 at the bottom. 

18 Are you familiar with this document, 

19 Exhibit Number 9? 

20 A. I have never seen this document. I am not 

2 1 the author, recipient, or on the copies for the 

22 document. This was before I was working on Camel. 

23 Q. 1 understand that you haven't seen this 

24 particular document, what I want to ask you about Is 

25 the MDD number that appears on the first page of 
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1 Exhibit 9, just below Camel Younger Adult Smoker 

2 Focus Group. 

3 A. Uh-huh. 

4 Q. The number is MDD #85-13202. Can you tell 

5 me what that means? 

6 A. Again, 1 wasn’t on this project at the time. 

7 I interpret that to be a project in the year 1985, 

I 8 in contrast to the other projects that we looked at, 

9 which were 1987. The project number assigned to 

10 these focus groups at the time was 13202, 

11 Q. Okay. We've talked about a couple of other 

12 documents that reference MDD #87-13202. 1 realize 

13 there's a difference between '85 and r 87, being one 

14 that was done in 1985, and one that was done in 

15 1987. The number 13202-- u, 

16 A. Is coincidence. 

17 Q. It's coincidence? oo 

18 A. That would be my judgment. 

19 Q. So it's your opinion - your answer. I’m w 

20 sorry. Is that the two numbers are coincidental, : ” 

21 there's no relation between the work done on 

22 #87-13202 and the work done under #85-13 — 

23 MR. WILLIAMS: No. I think she said she 

24 didn't know, she drought it was coincidental. 

25 THE WITNESS: I don't know in particular. 


i a»ian; if natal a m igagiifln&fig&EH 
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CERTIFICATE OF DEPONENT 


I hereby certify that I have read and examined the 
foregoing transcript, and the same is a true and accurate 
record of the testimony given by me. 




Any additions or corrections that I feel are 
necessary, I will attach on a separate sheet of paper to 
the original transcript. 




himself/b| 
before me? 



y certify that the individual representing 
f to be the above-named individual, appeared 



d day of 


, 1998, and executed 


bovertcertificate an my presence. 



NOTARY PUBLIC IN AND FOR 
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1 WITNESS; FRANCIS CREIGHTON 


2 DATE: MAY 19, 19 9 B 


3 CASE: R. J. REYNOLDS TOBACCO COMPANY 



Please note any errors and the corrections thereof on this 
errata sheet. The rules require a reason for any change or 
correction. It may be general, such as "To correct 
stenographic error," or "To clarify the record," or "To 
conform with the facts." 



23 

24 

25 
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I HEREBY CERTIFY that the transcript contained 
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Commission to the best of my 
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ESTABLISHED BRANDS RESEARCH 
^ Review of organization 

iOLE/ACCOUNTAB!LITIES 
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L , ONE ASSISTANT PER MANAGER- 


Similar to Brand Marketing, organized on a brand basis 
maller brands are combined by segments* 
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2- &QLE/ACCQUNTAH1I 1TIFS 




Brand Marketing is our sole end-user* We are their 

PRIMARY LINK TO THE CONSUMER/MARKETING RESEARCH* 

As SUCH, WE: 

- Stress a marketing orientation and are issue- 
driven AS OPPOSED TO TECHNIQUE-DRIVEN. 

ALL OF THE ELEMENTS OF THE MARKETING 


CUSTOM RESEARCH STUD IES/ANALYSES A 
ESI2C CONSIIMEft/SALES INFORMATION TO 
PREHENSIVE ANALYSES FOR EACH BRAND 



OUR ROLE BROADLY, FROM DATA GATH 


‘'EXPERT*', 
0 ADVOCATE* 


TO COLLABORATOR/PI EM 





ERIENCE AND CONSUMER INSIGHTS THAT J^ QW 
RK PROACTIVELY WITH, AND NOT JUST ^|A£T 
USEES. 

Mak^IpVhe MUD portion of the "Brano Team* con¬ 
ch h e Brand Team consists of members of 
Brand, R&D, MOD, Agency, Meoia/Promotion. 
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2. Role/Accountabilities (Continued) 


Accountabilities 






1. Support Brand Management by assisting in identifying, 

DEVELOPING AND EVALUATING STRATEGIC OPPORTUNITIES 
INTEND^ TO ; IMPROVE PERFORMANCE OF ESTABLISHED BRANDS, 


WINSTON Repositioning Efforts 

Reassessment 

Vulnerability Analysis 

ished Brands Positioning 
Process 

ed Target Understanding 
ategory Scenario Building 
s Line Extension Efforts 
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2- BOLE/ACCOUNTARII LUES (Continued) 


Accountabi i it^ 





Support Brand Marketing by assisting in developing 

AND EVALUATING MARKETING MIX ELEMENTS ON ESTABLISH¬ 
ED Brands, including: 



uCt (current and prototype) 1 

• / |^^^>SING (CURRENT, REFINED AND/OR A 
N^^^S > 

• f|RAp SPECIFIC SPENDING OR MEDIA EFFORT 

• K^Pil^ftsS BUILDING PROGRAM 
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2. Role/Accountabilities (Continued) 



Accountabilities 

3. Support Brand Management by fully understanding mar¬ 
ket BEHAVIOR AND UNDERSTANDING/MEASURING RJR/COMPETITIVE 

i 

BRANDS ' ^T^EREORMANCE BY INTEGRATING SALES AND CONSUMER 
AND COMMUNICATING ANALYSES IN A TIMELY 
AND MANNER, THIS INCLUDES: 


NALYSES AND TRACKING REPORTS 
ATE OF THE BRAND ANALYSES 
FFECTING PERFORMANCE" ANALYSES 
iness Analyses in preparation for 
Plans, 
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f 2 .Role/Accountabilities (Continued) 


f" 


Accountabilities 


4. CONTINUiflrOniMPROVE THE EFFECTIVENESS AND EFFI 
CIENCY PUlTABLISHED BRANDS RESEARCH VIA: 



• METHlmdE^GICAL IMPROVEMENTS - ADVERTISING 
RESEARCH^ 

QNSUW^UAHTY CONTROL OF RESEARCH/ 



• Main 

• Mon i 
RE LA 



G EFFECTIVE COMMUNICATIONS 


TIMELINESS AND COST VALUE 
IP 
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2- ROlF/flrrOUNTABi LITI ES (Continued) 


Accountabilities 






1* Support Brand Marketing by assisting in identifying/ 
developing and evaluating strategic opportunities 

INTENDED TO IMPROVE PERFORMANCE OF ESTABLISHED 

brand! 





boro Vulnerability Analysis 

blished Brands Positioning Review > 

ESS 21 
mproved Target Understanding 



s Category Scenario Building 
ar’ious line extension efforts 
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2- ROLE/ACCOUNTABlLmFS (Continued) 


Accoiintabil ItI g s 




2« Support Brand Marketing by assisting in developing 

AND EVALUATING MARKETING MIX ELEMENTS ON ESTABLISH¬ 
ED Brands, including: 


ODUCT (CURRENT AND PROTOTYPE) 


R“ 




: RTISING (CURRENT, REFINED AND/OR 
UisJVES ) 



ID SPECIFIC SPENDING OR MEDIA EFFom 


[NESS BUILDING PROGRAM 
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2- R01F/ACf.OllNTABlL 1 T1ES (Continued) 


Accountabilities 



5. 



Support Brand Marketing by pully understanding mar¬ 
ket BEHAVIOR AND UNDERSTAND ING/MEASURING R JR/ 

competitive brands' performance BY integrating 

SALESMsND : CONSUMER DATA SOURCES AND COMMUNICATING 
ANALYffts IN A TIMELY AND RELEVANT MANNER- T HI S 
INCLUt 


OING ANALYSES AND TRACKING REPORTS 







onthly State of the Brand analyses 
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tC t o r s Affecting Performance" analys 


ly Business Analyses in preparation FbR 
keting Plans- Jr. 
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2. ROLE/ACCnUNTABlI 1TIFS (Continued) 


Accountabilities 



4. Continue to improve the effectiveness and efficien¬ 
cy of Established Brands Research efforts via: 


^NSjURING QUALITY CONTROL OF RESEARCH/ 

Elyses 



ntaining effective communications 


l TOR ING TIMELINESS AND COST ^VALUE 

; reiJat t onsh i p 
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f To IDENTIFY AND DISCUSS VARIOUS CONSUMER DECISION PRO~ 
' CESSES WHlh^MAiY BE AT WORK IN OUR PRODUCT CATEGORIES* 


To DISCUSSrPOS^IBLE IMPLICATIONS FOR MARKETING ACTIVI* 
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“ WAYS Tf 


EFFORTS MORE EFFECTIVE 




WAYS TO IOCUS EFFORTS TOWARDS KEY STAGES OF PROtliS 


(WILL VARY BY CATEGORY) 


NG FROM OTHER CATEGORIES 
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“ ADDITIONAL RESEARCH NEEDS 
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Each member will identify several decision processes 

WHICH MAY BE AT WORK IN THEIR CATEGORIES AND SUMMARIZE 
BY MAIL* 


Summary 

- D 


- H( 
AI 

Examples 


ah R 



L INCLUDE! 

T 1 ON 

;ues/questions IN the process 

(RENT MARKETING ACTIVITIES ADDRESS/ 



OCESSES! 
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ing' leads to buying) 
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examples of questions 



How IMPORTANT IS THE DECISION? 


How CONSCIOUS IS THE DECISION? 



HOW COMFORTABLE IS THE CONSUMER AFTER THE DECISION? 


When is th&-de^ision? 



• Is THERE A 



Mhere is TH4,decision? 

DECISION AND/OR A PURCHASE OECIS > 
RRIDING tSSUE IN THE PROCESS, ARE d C-H 

T? o 

- If IT UpPIlNDLESS CHOICE, ARE WE 'JOLTING*? 


1$ 

ADD 


E 0 
H NG 



s 




- If IT gSO-0-P. DECISION, ARE WE USING IN“ST 

JSMWIWWWI® 4 

ACT IV 54x2^ 

- If a b 

- If thei 


BE IN THE 'ACCEPTABLE ARRAY*, ARE WE? 
ONE MAJOR BENEFIT, DO WE STRESS IT? 
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APPROACH (Continued) 




• Decision processes submitted need not be ones already 
RESEARCH BY COMPANY* 

• KFC, RJRTIs would appreciate any input from you 

• Input by& 




Members reV 


jGROUP MEETi 



ORRESPONDENCE PRIOR TO GROUP MEET 
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“ IDENTIF 

- IDENTIFY 

- OUTLINE 
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;TERNATIVES 

O THOSE MOST RELEVANT/ACT IONABLE 
ISSUES PRESENTED BY EACH 
RMATION GAPS 
NTATION 


> 

21 

o 




2: 


1. J 


MW006904 


ur 

© 

a- 

<T 

© 

W 

4 * 

© 


to 

CO 

VO 

in 


rtttp://legacyJibrary.ucsf.ecfiiitid^wkh3>tpHtf)tZ)iAp«2Wv.industrydocuments.ucsf.edu/docs/lsxl0001 


produced by RJRTC 



APPROACH (Continued) 




Put presentation draft together - (late July, 
mid-August) 


fkflw 

• EA£H process 
|t works 
categories 

ISSUES/CONS I DERATIONS \ ^ 

|E/OUR marketing activities can affeST^ 


• SU^fZE 

LEARNING 

TO CONSIDER DOING DIFFERENTLY 
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(Continued) 


>UT PRESENTATION DRAFT TOGETHER - (LATE JULY# 
hd-August) ^ ... i 


Flow r 

r P" ^ 

• Each p||||||s 

” HOW nPwORKS 
- WHATmrffiORIES 



~ KEY 
“ HOW 





(septeii 


6-ugfeQMiT (Octoi 



{/CONSIDERATIONS 

« MARKETING ACTIVITIES CAN AFFECT 


JROS^LEARNING 


HIN<PM0g CONSIDER DOING DIFFERENTLY 
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February 1, x980 


e' Frydroan 

ENAGE SMOKERS (14-17) AND NEW ADULT SMOKERS 


D QUITTERS 



a analyzed i| 
°'' , .nion, Inc 
f c-nsumers | 
Fi ' the past! 




i^ti 


g s report was obtained from National 
0) of Toledo, Ohio'which maintains a 
he purpose of conducting consumer sur- 
cars RJR has used NFO for product 


ng and for regularly tracking smoker profile and switching 
The c$$lfil|f ega r d ' ng teenagers, new smokers and 
|^s i.s ^.^atu^^^^f-prouoct of the tracking of adult smokers. 

Hkt"'- m*G 1^; 14-17 A GE GROUP 

$FpiSil| -“- 

S^l 1_ jmokers hfiiave^ already formed consistent smoking patterns 




stime they ei§| 
f co forecast 
is and smoking 
>lg r»"d to ben 
>t this populc 

ilysis is di^ 


l|he market at age 18. To improve our 
;itre trends, this report examines the derao- 
fhavior fo 14-17 year old smokers. It is 
as a tool for developing marketing stcate - 
yi group . 

finto three sections: 


i : .-ogcaphitP^e^rription of 14-17 year old smokers 
I population fsssibsei d e n e <=> f rate,, effect on share. 

^i.%*re of RJR and competitors among the age group. 
I-cluded is the net effect of aging on company 
xranchises. 

s ^u.ute trends. 
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Me. U. Frydr.on 
Page Two 

February 1, 19B0 


TEENAGE SMOKING 



T tye Teenage (14-17 ago group) Mr >r kct 

TADLE I 


Summary o£ Demographic Dota * 


Popula 

? '•w* r ' 




% K>f Total 
Si 




FEMALES 


TOTAL 


latlon 


1975 

1979 

Change 

1975 

1979 

8.3 

8.0 

- 3.6% 

16.9 

16.3 

17.4 | 


-24.7 

17.2 

11.9 

^1^4j 

1.0 

\-20.6 

2.9 

1.9 

2.7 

1.9 

-29.6 

5.5 

3.6 

15.6 

16.4 

+.5.1 

17.2 

17.7 

8.3 

6.1 

-26.5 

13.5 

12.2 

1.4 

1.0 

-28.6 

3.1 

2.0 


- 5.3%! 


Popul 
Incidence: 


U, S, Census Projections 

HEW estimates. 1979 estimates from 

April 26, 1979 New York Times quoting 

unpublished HEW report. 

Adjusted NFO. 


Teenagers (14-17 year old) have decreased from 5.5% of the total 
smoking population in 1975 to 3.6% in 1979. Furthermore, 
because their smoking incidence and rate per day ace lower than 
adults, their share of total volume has decreased from 3.14 in 
1975 to 2.0 in 1979; This decline is a result of changes in 

incidence and population. 2 

—# 

Smoking incidence among teenagers declined from 17% in 1975 to ^ 
12% in 1979. This represents a decline of 31% for teenagers ^ 
compared to approximately a 2% decline for adult smokers. <* 
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Hr. U. Frydman 
Page Three 
February 1, 1980 

Th$ number of 14-17 year olds declined from 16.9 million in 
*5 to 16.3 million in 1979 for a net decrease of 3.6*1 in 
our years. 

rate pec day among teenagers increased only slightly 
during the four year period. Males increased from 18,9/day 
19.1/day, wjvile females increased from 15.6 to 16.4. 



are of Comj 




and Key Brands Among 14-17 Year Old 


I - . . TABLE II 


Share p^^'14-17 Age Group and Est ima te<f 3* 
s.o|JTPtal Industry Volume _ 


ShaL 





ng 14-17 


1979 

21.3 

6.5 

10.6 


% of Total Industry Volum.: 
(Share Points) 


1975 

788* 

.40 

.33 



58.8 

'50.1 


Total Share 
Points 

Total of Five 
Brands 


22.0 

19.8 

7.3 

4.3 

1.3 


83.1 



TTZT 


■ 82.1 


1.25 

1.14 

.04 

.70 

.63 

'723 

.14 
“TO 4 


3.14 


1979 

,43 

.16 

.21 

TAT 

1.01 

.or 

.18 

.13 

‘.19 

.13 

.02 


2.00 


* Source: NFO Estimates, 
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Hr. U. Frydman 
Page Four 
February 1, 1980 


ev Findings : 

is share of teenager smokers has declined from 29.9 in 
19?1 to 21.3 in 1979. In 1975 this represented .88?. of 
l - industry volume compared with .43% in 1979. This 
ecreasing trend was felt largely by the KINSTON' brand 
ly. 



share of teenagers 
increased f 
orris* incr 
smokers strong 
one share 


smokers who smokes r. Morris hra mis 
3^% to 581 in the four year period, 
share is primarily duo to teenager 
iference for Marlboro. P. Morris realizes 
irVt|from purchases by teenage smokers. 


n and Willl< 
ped from 22 
e points 1 
sales losses i 

rillard is 
ave s 



icao mstsacc 
g 14-17 yea 
ors in the 

s worth not 
e' s market f 




s share among 14-17 year olds has 
8. In 1975, teenagers generated .7 
i j compared with .18 in 1979. Kool's 
trimary reason for BSW's decline. 


nly other company beside P. Morris, 
es among 14-17 year olds during 1975- 
y due to Newport. 

any and Liggett are declining in shore 
. They are basically now inconsequential 
year old market. 
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the five 
year old 
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key brands represent over 80% v 
smokers. Marlboro alone accounts 

o 


Aging is ! ^^^dynamic process of young adult smokers (18 
entering the smoking population and older smokers (50+) 
the market. For example, in 1979 approximately one million 
ers became 18 years old while approximately 450,000 older 

is left the market. The extent that each company is affected 
s process is determined by the age skew of its franchise. 
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Page Five 
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r \ 


TABLE Ill 


Not Effect of Aqinc 






1975 

Share Amonc 


12 ? 

1 0 .5r,'. 


Share Point 
Shift 


P. Morrf 
Marlbd 




15.3 
| 5.0 


P. ^orrllard 
HfJtt&t. 



Liggett 




,12.3 
. 6 




1979 

Share Amonc 


25 

9.0 

11.2 

56 

46.5 


33.3 
9.6 
9.3 

15.7 

3.0 

17.9 

12.9 
3.8 

12.3 
.3 


Share Poi 
Shift 


- .10 
- .03 
.02 


- . 2i 

- .07 
.03 


- . 6 $ 


|re estimates Lba.se d on NFO data. Share among 18 year olds 
Fimated by trfendi^g share among 14-17 to 18-20. 




jjgfty Maminas : ' 

°? t * 10 in 1979 * due to the aging process. Thi. 

from *°6 ih 1975. This is primarily due to losing share 
a E~|p3 young adult smokers while holding steady among the 50+ 

. j ^group. Both WINSTON and SALEM have shown slight declines 
J ^rf iare gains for aging. 

nearly .5 share points from aging in 1979. 
adult smokers’ strong preference for its brands, coupled 
1 .with its underdevelopment in the older smoker category make it 
the prime beneficiary of the aging process. The Marlboro brand 
family accounts for all P. Morris' aging gains. 

* 3 t w has lost considerable share among young adult smokers. y, 

As a result they now suffer a net loss due to aging. Kool's ® 

share of young adult smokers has declined significantly. 2 
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Mr. U. Frydman 
Page Six 

February 1, 1980 



>. gorillard has moved into an equilibrium position with 
eg^rd to aging. Their trend is up, however, and it is 
k^P^cted that they soon will begin to benefit from aging. 
*te gains from aging Tor Newport have slightly increased. 

and Liggett both are losing points due to the aging 
>ropess. Their concentration in non-filter brands is 
selected in their relative older age skew. 
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%ure Trends & 

P -f 

1 14-17 year 1 
s important i 


The decree 
further aw 
s^nd the bi 
groups# 11 
the kosula 


Thr TO^rea# 
While the iLa. 
1975 and 
trend is sti 




moking population will become increasingly 
e future. This is due to two factors: 

izc of this age group. As we move 
m the "baby boom" years of 1945-1960 
to continues to decline, this age 
sent a continually smaller segment of 


| smoking incidence among teenagers, 
pf decline from 17% to 12% between 
Is unlikely to continue, the general 
towards decreasing incidence. 


i]ile decreasi^g^ih- size, young adult smokers will still 
%ect company 1 sha^e. Gains and losses will still be 



lized from 


ling process. 


P. Morris .^^duse of its increasing share among 
this segment ! vj lll realize an increasingly larger 
share of aPP^fler pie. Whi-le P. Morris’ growth 
curve among young adult smokers cannot continue 
unabated, there is no apparent reason to expect it 
to level off in tho near future. 



Based upon current figures, RJR will continue to lose. 
ssasLtj share points due to the aging process. 

3) The increasing share trend of Newport may result in 

Newport, rather than Kool, becoming the primary compe¬ 
titor of SALEM. 

One factor which may.mitigate the success P. Morris currently 
enjoys from aging is the projected growth of the over 50 
population. As this age group becomes a larger segment of 
the population, P. Morris’ underdevelopment in this group 
may begin to be reflected in their share performance. 
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P ■'olds Tobacco Company 
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Tt MOD Report on Teenage Smokers (14-17) 
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was issued on this subj -.hat Indicated 
a total share of 59 amonc U-17 year old 
lly, Marlboro had a 52 This latest 

hliip Morris' corporate has increased 

ever* Marlboro remains th same at 52. 

t further indicates that *•-.* continues to 
between th# spring an<? * ..i 1979 periods, 
ined from 21.3 to 19.9. 
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CAMEL GENERAL MARKET CAMPAIGN FOCUS GROUPS - TULSA 
(MDD '->37-13202) 



MANAGEMENT SUMMARY 


points MDD's observations from focus groups conducted on new CAMEL gen- 
i W RrJ^ t creative in^Tulsa on July 23-29 among CAMEL' s target male smokers, 
- ;agedO/ ' 




CAMEIT executed a s 
gener k e t campaign 
advertising is intended 
of autjagntlcity, seif-c 
;ls vatic ul3table to 

yadve r t yy^jg i s ted 

wh lc h^ Cr e^r i o n - c c|g.y^yri t to 

As is the .ea»«*MI a LI 
and evaluat 





Jte&S of new campaign approaches against the brand's 
tegy. In keeping with CAMEL’S heritage, the new 
aka a positive statement about the brand's image 
;nce and individuality in a format which is rele- 
Plbrand's target smokers. Additionally, the new 
It the target smoker through the use of graphics 
ontemporary and distinctly ownable by CAMEL. 

tatlve research, discussions provide a basis for 
rketing hypotheses and should not be considered 




OBSERVATIONS ANB^m&OTMESES GENERATED 


overall obj< 


hSxtdlSI 

CAMEL 

nrmmzmm 

5%nt brand choice 

appears to be very appealing 

to 


*§ear old 

male Igs&mg 

^titive smokers. 

Advertising campaigns cited 

by 

-resp% 

relents as 

the most 

Memorable in the 

market today (all product cate- 




3tk:>0 


caerit 

pist 


s ^- broadcast and prints) were those campaigns which are for the most 
in-conventional advertising, often huiuerous or slightly irreverant 
but also those which make a positive individualistic statement, 
included Budweiser's "Spuds MacSCenzle" , the “Top Gun 1 '. Pepsi com— 
Crown Royal’s "Have you ever seen a grown man cry?", the “Joe 
-let Lite ads, and the "Absolut Vodka" campaign. 
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Based on target consumers' reactions to the alternative approaches exposed 
In these groups, CAMEL's " Individual 1st"''' copy strategy, which positions 
C.AMEL as a brand that makes a positive statement about a smoker's Indivi¬ 
duality, is both relevant and anulstable to target smokers . Respondents 
reacted most positively to imagery which reinforces attitudes or "self- 
. confidence" and "being in control of life” without pushing to the extreme 
or being an “outsider" or a "loner'’. Importantly, these smokers indicated 
a -desir? 'to be their own person but remain acceptable to their peer group. 
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OVERALL TBSERVAT: r.'S ANT) HYPOTHESES 


J - . 1 « . W L . Z. 


v-1 


• Overall, those campaign serlgs which featured the CAMEL brand rather chan 
people .as the central character of a storyline aore successfully mec 
CAMEL'S advertising objectives. These approaches were unc onventional, 
contemporary, emotionally appealing and relevant to tar set smokers end made 
W 3 positive statement about CAMEL'S authenticity and Individualism . 

rand personality campaigns (particularly "CAMEL, 'lever Ordinary" and 
ifferent Set of Rules") generated the strongest and usually most 
ive emotional response among male target smoker;. This response was 
y a result of the unique and different graphic treatments in these 
tions, as well as the appealing Cone of Che advent!Pi ..4 (humoristic 
CAMEL. Never Ordinary"; intriguing for "A different Sec of Rules”), 
brand" advertising provided an opportunity for more "unexpected" 
arapaigns which despite the range of users shown 
groups - tough rugged males - guy and girl in close 



mmm 


Is than the 
youhger adult pe 
rsation) wer 




SSsiffisS****'] 
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f$%||praps due to c 
advertis 
understood by tar 
Ordinary” conmuni 
*o>S|p&er adult sraoi 
^ME® has caught 
and # 11 $). 
for apN^fnge 


“Behind It \1 
rap^lgns provide^ 
iculty in graspl 
ine to the pg 
n missed so tlat 
nse was less ^osl 


ered more familiar adv:rtis 1- n ■ 

piicity of the graphics and headlines in the 
, the intended brand message aa- very easily 
nsumers. The "French Camel" with "CAMEL. Never 
hat CAMEL is unique, contemporary a-' 1 relevant to 
("CAMEL is cool”; "CAMEL turns over a new leaf", 
w^ith the times"; "Not heavy and hard — CAMEL is 
ferent Set of Rules" said to ''onsumars that "it’s 
oraething different--CAMEL"• 

iracter" and "Character You Cun't Fake It" user 
ire complex message that respondents showed some 
The connection between the character" in the 
of the user portrayed and to CAMEL overall was 
communication was less clear and the emotional 
.ve than the "brand" oriented approaches. 




Nitai 

• mm$k< 



P&ste 

6 "Met 




were i 


respondentsfwere attracted to the message > traa^'v of "CAMEL. Never 


(peer gr 
id to CAME 
:ion and 
Aren't Sheep 


ceptablllty), "CAMEL. Now You're Talking” (girl 
er ac a bar), "It's CAMEL Or Me're Out Of Here" 
to TAMEL cigarettes) and to a lesser extent, 
(tough, macho guys smoke CAMEL)- Most >f these 
ere contemporary and relevant to the target, however, they 
not as unique (in general or specifically co CAMEL) as those can- 
s which featured CAMEL as the title character (i.e., any brand could 
been advertised - not only CAMEL). AdditionaL1 v, although perhaps 
ng, the message communicated in some of these approaches was not 
onsis'cent with the "individualist" strategy. 
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"CAMEL- Never Ordinary" 


Of the nine campaign series exposed to 16-2& year old a .nd 25-34 year old male 
_tarqet smokers, "CAMEL Sever Ordinary" which portra v * i the "French Camel" in 
various, social situations, cane perhaps che closes: meeting the objectives 

Or / C.AME\ 1 s advertising stracegyT 3y bringing CAMEL s logo to life in the 
'Camel” these executions created a brand personality for CAMEL that by 
ght-hea rted, "party-ci-ae” humoristic cone was considered to be very 
rary to younger adult smokers. The "French Cimel” seemed to accotnp- 
ruly unique and positive statement of "ind1.IduaLity" but remained 
hin the boundaries of peer group acceptance. Additionally, the un- 
nal nature oK^he 5 advertising provided the desired "jolt", expressed 
aughter and acceptance, and was considered very distinctly 

y CAMEL. Th^iine "CAMEL. Never Ordinary” seemed to have a natural 
Ive fit with fffje Imagery presented in the visuals. 

to CAMEL. Revert Ordinary" were more positive than negative, al- 
tr3s Pondent||il§y^flllked the "cartooney" approach to the CAMEL which 
they considered to be ^gsfey Ly" . The sometimes " surr-i 11 i st ic" images in the 
background env i ronmen o f ten difficult to unders’ md or considered to be 

. Eespor^^^ seemed to want more of a realistic setting, even 
iry, butt nac L tjta farfetched. 



fSjSSisSi 



SURGEON GENERAL'S V’ARNif.'G: DUiTTiNG SMOKING .S’O'.V GREATLY REDUCES StflIDUS HEALTH RISKS, 


7S 

= 

* 

L 

p 

3 


3 

a. 


| gi 

2 t 

1 = 

a ^ 

■s ^ 

2 H 


2 

11 

■2 


■o 

S 

3 


tn 

hJ 

H* 

CO 

IP 

U1 

4^ 

U 

it* 


rm 


UO 

'O 


o 


RM041831 


nttp://legacy.library.ucsf.e(fljii(Ud^hatpsO0/p«Mv.industrydocuments.ucsf.edu/docs/lsxl0001 





























































“A Different Sec of Rules" incorporated a series of objects for which particu¬ 
lar characteristics were transformed from their coononly accepted state (i.e., 
basebaLL oitt made out of bananas; square poolbalL rack). The campaign mes¬ 
sage was driven primarily by the headline and spoke of a change away from 
ltfrpn and accepted values, time for a move to something different—CAMEL - 
unique objects portrayed were very intriguing to target smokers and 
an eyecatchy and interesting effect. However, the simple placement 
CAMEL pack next to the objects in the campaign visuals did not integrate 
into a complete story. This seemed to create some confusion as to 
L's^art in the ad, thus reducing the impact of the headline. The excep- 
perhaps the |*^xecution which replaced a bumblebee with a "CAMELbee ‘ 
ver red r o s e $ , the association of CAMEL with red roses was mls- 

to these malelffrgic smokers because of the female link with flowers. 
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" 3EHINT) IT ALL 


ACTSS" 


Respondents deaonstrated some difficulty In t^lng together the visual elements 
of the "Behind it All Character” ads with the headline so that they often 
T sse-a do understand the Intended message about the Individuality and 

( character 11 of the CAMEL brand and user . Even when understood, many of the 
symbols for the male characters were unrelateable to the target and 
f noj fit the intended strategy (i.e., guy in trenchcoat seen as foreign or 
uj»sg£?re; white collar boss yelling at blue collar worker seemed real but un- 
apfpeai|ng). The execution which portrayed a guy leisurely watching a film or 
Ch a full range of equipment surrounding him provided appealing, rele- 
and eoulatable imagery although the association with "character” remained 
W,"Character" dn itself was perceived to range from inherent qualities 


fe born with"’ 
fcharacter” 
^uniformly ret 

P ! 

£kdrop of the? 


state that must be "earned through hard work" and 
an'emulatable personality characteristic, respondents g 
nfeae the users portrayed as having "character". § 

rl ■§ 

pack provided immediate CAMEL brand recognition, * 


, these target^jgonJj'jmers were not particularly intrigued by the graphic ~ 


tp^TO^ue overall. is 
end the potential nvJH 


|h, It did not enhance the meaning of the advertising 
|and intrigue was essentially lost. 
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CHARACTER YOU CAN ? TARE IT 

Similar to "Behind It All Character" the headline "Character You Can't Fake 
It was supported primarily by a male user who by his dress, lifestyle and 
physical "attitude** Is Intended to represent the "character" of the CAMEL 
smoker and by association with him, the CAMEL brand. In many cases respon¬ 
dents did not appear to fully understand the connection between the visual and 
tae headline so thac the theme of "the authentic individual" was not always 
effectively communicated« 


K i't Fake It" was also considered to be somewhat challenging or even 
ing because those who truly don't have "character" but try to fake it, 
lish to ocher people. Additionally, respondents did not seem to in- 
tfie " c ^ aract dJ r " 1° these executions uniformly. The "pool Player" was 
as 3 boxerKfv^rhe Fona", "Dex Dexter" of Dynasty, "upper class", 
foreman" , patrolman", "stuck up and cocky", "just a guy who 

1”, "a leadef - ", "a poker player”, "Old West”. 
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'CAMELS A?.- 


Based on the "hard-look” In Che close-up of Che facial expression and the 
headline "CAMEL'S Aren't Sheep" , respondents interpreted "CAMEL” in the execu¬ 
tions Co be the opposite of "weak", "vinpy", "shy", sheep. As such, this cam- 
P ai ? n suggested that CAMEL users a re "s tron g", "tough", rugged men who "have 
Staging ". The CAMEL smoker was aLso seen through this campaign as standing 
ap&rt fyom the crowd —perhaps even be the leader. However, the "attitude" and 
■33%teg5ilj^on could also mean "meaness", "mafia" and "nacho" and the individual 
oe "too far a part from the crowd" or- "a loner" . 

Rep^^^nts recognized two of the characters portrayed as well-known actors, 
Wft^ch seemed to contribute to their positive response. Other than this recog- 
the emot ionafK^tesponse to these ads was not particuarly strong or 
P °|4£lfe# « Add It Iona LL^^ ^jL though the visual image complemented the headline, 
visual in itself $Jld not create a uniquely CAMEL story to target respon- 
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AND 

"TURN A FEW HEADS" 


The signal of acceptance given by Che attractive girl to the CAMEL smoker in 
"CAMEL Now You're Talking" and "Turn a Few Heads" was very appealin' to target 
spokers . Smokers saw these executions as very real life situations that they 
rel ate to . The story ^oes "after working hard alL day, these peo-ie go out 
a'^eer and some good tines”. The CAMEL smokers’ "success" wiv,. the girl 
s^cc^jpsidered reflective of his overall success in life, "he’s sel r '^nfldent 
ings are going his way". The line "CAMEL Now You’re Talking" appeared 
^ n ^^? ra te CAMEL more into the oersona of the man than "Turn A few Heads” 
al.led more attention to the physical appearance of the guy shown in the 

, 

tne appeaL ^n^^^latabi li ty of these situations to target consumers, 
ertising was jpsPisVSered to be familiar and as such it wasn't unique as 
al storyline as a distinctly CAMEL statement versus other brands/ 
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Never A Drag" generated a response very similar to CAMEL'S previous 
sociability" campaign executions . Two or more friends are out bavin? a great 
time and CAMEL'S are a part of the fun. These male smokers saw themselves and 
their friends In similar situations — "partlers" "looking for girls" so that 
they relate easily to the message, particularly che 18~24 year old smokers. 

2$-34 year old males interpreted these ads more negatively and less on 
Eheir jown level —"non-conformist", "weird guys", "guys you would stay away 


Never A Drag” seemed to fit the contemporary tone of the advertising 
h the dual meaning of "drag" created some confusion and negative res- 
when associated with clgacettes. 




QUITTING SMOKING NOW GREATLY REDUCES SERIOUS HEALTH RISKS. 




ft* at 

N> 

CO 

VO 





MEL? 


_SURGE0N GENERAL’S WARNING: QUITTING SMOKING NOW GREATLY REDUCES SERIOUS HEALTH RISKS 


RM041845 

ttp://legacy.library.ucsf.edidti(cKwki13f?M)0i/p^^- inc| ustrydocuments.ucsf.edu/docs/lsxl0001 
























" 3?.IN'G HI MY CAMEL' 


w 


The Imagery and storyline generated by "Bring Me My CAMEL” with the guy in the 
bathtub was almost entirely negative * The CAMEL smoker was interpreted as 
"hollering" to his "fat wife' 1 or his "girlfriend" to bring him his CAMEL ciga¬ 
rettes. If it's his wife "she'd holler back", if his girlfriend "she would 
leave". This led to perceptions of the CAMEL smoker as an older and obnoxious 
redneck who (needless to say) was not relatable to the target. 
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The headline "Bring Out The Beast" suggested a "manly", "tough" user Image and 
a "strong" cigarette . This line seemed to fit best with the visual that 
showed a group of guys having a cup of coffee with the CAMEL "beast" in the 
background. Thi3 story and setting was more identifiable to 25-34 year old 
P- a 4$. s Chan 13-24 year old males . The 18-24 year old males responded more 
po£i t ivi^ly co the use of this Tine in the visuals perviously shown as "CAMEL. 

dioary" , although the "beast" headline was considered to be less fit- 
clgg®To the visual. For some respondents the idea of the "beast” suggested 
overtones of an association with the davil (although this association 
been more likely to occur in Tulsa given its religious orientation). 
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PRO WLED IV FTC PURSUANT TO Ai n 




MARKETING RESEARCH PROPOSAL 
(MOD #87-11203) 


CAMEL 7STH BIRTHDAY CELEBRATION ADVERTISING CREATIVE 

To qualitatively aeaesa the communication and appaal of alternative 
approach** Jtcffeslebrec* CAMEL’# 73th .birthday. 



t-lo 198«’, 
special craa 
The 75 

'ch la con 
c" copy s 

1 

aca plana 
and appa 




METHODOLOGY# 


18-24 
Flavor or ETLT,! 

EL smokers 
school education 
attending 
aretce into 


o 

S 2 

\ 

r^ 

C5o 





August 



.fill celebrate tta 73ch year in tha market, 
preach*# has bean developed to mark CAMEL'S 
taday creative Is Intended to make a brand 
with CAMEL'* overall general market 
within the context of the CAMEL birthday 


g target smokers in order to explore the 
lternatlve creative and to provide direction for 


ups will be conducted among 18-24 year old and 
t 17 in Tulsa, Oklahoma (average CAMEL BDl). 
rdlng to the following criteria. 

pa) or 25-34 (1 group) 
ienthol filtered cigarettes 

gh some college or technical school but not 

scusalons in last 12 months. 


Time 


Monday 


4:00 p.m. 
6:00 p.m. 
8:00 p.m. 


Croup Composition 

18-24 year old males 
25-34 year old males 
18-24 year old males 


fACILITY: 


Ms. Brooke McClurs 
BRM Research, Inc. 
Little Rock, Arkansas 


Gayle's Force, Ine./Tulsa Sarvlca 
1535 South Sheridan 
Tulsa, Oklahoma 74112 
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*3 IKTHOAV FPjOKOTION IDEAS 
(MOD #87-13204) 



};y -NAGEHEHT SUMMARY i 

will celebrate its 75tte year in the tea rite t. In 
jlng creative planned to mark the birthday 
scion meas (including coupons, retail events, and 
appeal to CAMEL's target of competitive male 1&-24 
promotions is to project a brand image 
Hivin’- istic" brand strategy (see attachment one) 


gACStCiy 1WD: In . C‘- 

*StBjFr5|Es to specta, adve 
Celebration, c. ' .? - 

were go |* 

with C.- 'rli'ob 


'ithin promotion . .c-ilu ,fva£ are appealing to target smokers. 


ETHQD^ibcrt; Tf. 
Slap CMgi—menthol 
Sofe^’G, Groups 

5tE: When readi■ 
in mind; 




pa vpre conducted, two among target competitive 
years old and one among competitive 25—34 sale 
d in Tulsa, Oklahoma on August 18, 1987. 

fcs - ; this study, the following should be kept 



^"^ualitac 

i to ho*sspg 
repreagyij 


"expert' 

r^P % the profen :■ Lon 
well as t 

'0X0 This repo 
M Von the pa c 

CONCxIfllONS/KEY g ii 7 


• CopggSfent with ■ : , 
the Ha 

ctu|c~g4ne rated Ch. ;re; 
chaSSiaiferiBtiesi, 


■c-Ton drawn from ama.ll samples cannot be precise a 
!®had one opinion over another, nor cart they 
■<>. range of opinions and attitude*. 

a espondenta in Che sessions are sometime 

he." expressing their true opinions. Although 
ator/analyst, has taken this into account *■ 
'rsig point should be kept in naiad. 



"A co ' . 

»saal yst. 


iins a certain amount of interpretation 


3 n learning among younger adult male smoker a 
uo groups conducted 5/87) promotion concept* 
vel of appeal had the following 


ajfcja feasy to f - the promotion should be readily aeceeaabla end 

^require lit*: 1 .; effort -o participate. 



id he at 


3. ‘ Have a low cc . of e.. 
cigarettes ... .... 

promotion wf li Me' 


iiue — the value of the desired promotion item 
t;n ft. cost of the purchased product. 

, _ nr , iBost younger adult males buy their 
.heir level of participation in a cigarette 
• if it requires no more than a 3 pack purchase. 
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'-t£ appearance — this characteristic is particularly 
premium items where it is important that good construction 
saterial a are used. 

£_ to the target group — promotions with above average 
project an element of fun/excitement that complemented 
c male smokers desire to "enjoy life." 

' Unique — promotions should not be readily available 
it her in their baaic fora or hpw they are styled to attract 
a/apggal of younger ad til t male smokers. 

istica appeared to play a greater role among 
oup Spf 18y34 competitive male amoekra. ’ Ease of 

taut as these smokers repeatedly stated that 
eix way" to participate in a promotion. In 
bn ’t have, $10 or more cash in their pocket to 
it is Important that there be a ’ low cost of 
.than 3 packs in order to maximize reach among 
~ear through their cnolce of promotion concept* 

? being " different/unique" played a key role. The 
hat younger adult mala smokers are more likely 
of expressing their individuality and desired 
a aa fun/exciting as well as successful/upward 


promotion concepts evaluated in this research, 
levels of appeal based cm their ability to 
racteriatlca. 

3 pack purchase bad a high perceived value, w*a 
bad a fairly low cost of entry with an 
was seen aa fun/different from other t-shirt*. 

th 2 pack purchase had many of the *a»e 
party t-shirts with smokers saying they would 
igrent CAMEL logo design*. 

eta guaranteed to every smoker Bending in 75 
of purchase was a very popular promotion aa smokers 
to have a very high value. However, it nhould be noted 
sumber of tickets available is limited, the appeal of this 
reduced. Nonetheless, it does demonstrate that there Is 
j to tie In the purchase of product to attendance of 
--'1 events among this target group. 
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Card Cams with a card Inserted into every pack of CAMEL’S mi 
considered fun, easy to participate in, of high value and different 
from other cigarette promotions. Similar to the above concept, the 
appeal of this pronotion could potentially be reduced If other 
rulee/requirements are added ir order not to make It a game of chance, 
nonetheless, and as seen In other research (such as the '86 Promotion 
Responsiveness Study), there is a lot of appeal/potential for game 
promotions among younger adult smokers because of their inherent 
perceptions as being fun/exciting relative to other types of promotions* 


CAMEL "Keeper* pack version was seen as desirable to help keep 

their cigarettea^i^^d keep them from getting crushed. It Is easy to 
get, is attractive/functional as such, represents a good value (buy 
§s pack end get §be ptf^k "keeper' free). Since it is available at 
Retail, it is alsSfSasy to participate in the offer and has a low cost 
\ of entry, |§§||ii§§§ 


ij Free Auto Shades 
'participate, had 
popul ar and eeH 


2 pack purchase did veil as it was easy to 
cost of entry, represented an item that le 
ilsefuj purpose, had a unique/attractive design on 
lved value relative to tbe cost of the product 



it iseasy 



mount Movie Video for $4.95 with a 3 pack 


ell _if_ the movies available are desirable, thereby 
ved value. Also, aa it la available at retail, 
te In, 


~Buy a CAMEL. 

six evaluated) to 'pa&fc 

■do-market resul t jjjlfnat 
participation inftHese 
^t la hypotheeirfed -thfc 
expected because^itwa. 
since they were pHHHr 
^lso had a low cost of 
.the groups was tpSlplii 
[that these typesLofJ mj 


fcp* represented the only sweepstakes concept (of 
arm well. This learning le consistent with 
I demonstrate a below-average level of 
! events emong target younger adult male smokers* 

, "Buy a CAMEL, Get a Jeep" performed better than 
| very easy for target smokers to participate In 
cleally entered when redeeming e pack coupon. Zt 
gentry. The only drawback voiced by smokers In 
iy real 1 ted the odds of winning are small end 
motions ore fairly conKra. 


Mans 


t nest ateps will be determined in a meeting to discuss results of this 
|>etween Managers in Brand Marketing, Brand Promotions, Established 
^search and Brand Promotion Research. 
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DETAILED FINDINGS; 




latent with prior promotion learning among competitive younger adult 
smokers (such as the Magna premium focus groups conducted 5/87), 
iuas that generated the most appeal had the following characteristic* 
attachment two for a complete listing of the CAMEL promotion concepts). 

Easy to Participate - This is a key criteria as target 

smokers repeatedly said they “would not take out the time’ or “be 

bothered’ by haying to do work to participate is a promotion. 


Examples of pro 


that performed veil on this dimension werei 


"Buy a CAMEL,Jeep* where smokers were automatically entered 
| the Jeep sweepstakes when they redeemed their CAMEL pack coupon. 


- ’Free Party T-Shirt 
avail eble at 


- Muge/Uat/Sung| 
traditional oj 
avallabillty $ 




Ex amp] 
"extra 


smokers thougt 
and ■ hassle 



a" with 3-pack purchase of CAMELS (shirts would be 
Lnt-of-purchase), 

with purchase at retail. These were store 
chat had appeal because of their ready 
I point of purchase. 


w; concepts in these groupB that had an element of 
hem were: 

packs sold since 1913’ to win $75,000. Target 

M ould be too difficult to estimate the number sold 
e it down/aend it in. 



’Decorate CAMEL Symbols* to win a car of your dFeama — 

also too michpBSfSnlad did oot want to be seen driving a car that had 

| advertising 

< j 

j High Perceived Promotion concepts that had a high perceived 

|value were generally found appealing. For a promotion to have a high 
perceived value|^^^el ue of the desired promotion Item should ba at 
I]east equal to the|coit of the purchased product. Promotions that 
Iperformed well <*;• dimension ware) - 

V "Two Free SuperBowl Tickets with 75 Pack Proofs of Purchase’ which 
f had a high perceived value (elmost all target smokers said they 
would participate In this offar). 

’Free Party T-Shirts’ with 3-pack purchase. Target smokers thought 
|^the t-Bhlrt was worth about $8 - $10, well worth a 3-pack purchase. 

- ’Paramount movie video for $4.95 with 3-pack purchase" (providing 
the right movies were available). Target smokers said that good 
movies usually cost $50.00 or more to buy them. 

- Free Mugs/Beverage Bolder with 2 pack purchase. 
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Promotions that did not perform as well as most on this dimension weret 

“ "$2/off on a 8lx pack of beer with a 3 pack purchase" appeared too 
complex a purchase transaction to determine If it represented a good 
deal* 

“ "Desert Survival Kit" for $6.00. The kit would be purchased at 

retail and contained a Bandana, sunglasses, desert survival guide and 
a pack of CAMEL cigarettes. Target smokers thought this waa "a lot 
of money to gay for one pack of cigarettes" and other Items in the 
kit of questi'bn{tbl| quality (such aa the sunglasses/. 

Low Cost of EnlVy - Research studies have repeatedly shown that younger 
adult male smokers topically buy their cigarettes by the pack, because 
they usually d|n*^'h^ve the money to lay down $10 for a carton, 
therefore, to their participation In a promotion offer, it 

should requlre^no mo|e than a 3 pack purchaae to participate. 

Promotions that§sfee£f|srmed well on this dimension, were! 


- "Hitch a Eld 
entered theajjLo 

Frea T-Shtrti 
•unMea/' ' 



Pro 



tha 


- “Free T-Shirt 
T-shirt was 

- Free "Carton 




|a CAMEL" where use of a pack coupon automatically 
vacation sweepstakes. 

3 pack purchaae and free 
srage holders with a 2 pack purchaae. 

t perform well on this dineolson weret 

i't Bust My Hump") with purchaae of a carton, 
to carton. 


rj with purchase of « carton. 


- $6.00 for put^hesre^of a "Desert Survival Kit" la too large a cash 
outlay (especially ^hen you only get one peck of cigarettes In the 
kit). * 


f 

r 

ij 

c 


- Free hats vitjp&p5i|k purchase-many considered this to require too 
large an Initial!cash outlay to participate. (In “^ck-orleutad 
retail outletglIii§|eiited by this target, packs often cost mor* Chan 
$l/pack which makes the cost of a 6-pack about $7.00). 

~ 1* important that the premium have good construction with 

quality materials. These considerations were brought up must often 
with regard to sunglasses, mugs and t-ehlrts where many of tha smokers 
had participated In offers of this type and found the merchandise to be 
"cheap", l.e.i 

Decals on the t-shirts faded In the wmsh. 

Sunglasses didn't fit right and/or broke. 

Mugs broke easily or cracked. 


t 

c 
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Attractiveness/Style - These cookers were often attracted to promotions 
that had an element of fun and excitement that complemented their basic 
desire to "enjoy life" and "have a good time". Interestingly, these 
emokere recognize items that have these design characteristics as being 
targeted to theta, which acts to Increase their purchase appeal. 
Promotions that performed well on this dimension warei 

- Free "Party" T-Shirts had a CAMEL design that was very appealing to 
target smokers. Many said they would collect all four t-shirts, each 
of which depl^t^d the CAMEL in a fun/exciting “party" situation under 
the theme ”eaduc.§$$£ tested". 

- Dumper stickers, with 2 pack purchase that read "Watch Out Por CAMEL 
s Spit" and "CAl^L^m^tcrs get a hump every day.* 


“Card Game" wlSfea 
wins cash or 
house, straight, ipt 
target amokerapililisP 
what kind of cards 
over and over jffiWSSS 




K re a /card is placed in each CAMEL pack and a smoker 
•fcie.e; by getting the right cards (to form a pair, full 
, ftc,). This had an element of fun to It and many 
wH^lhey would participate for a month or two to ea* 
ey would get (if they received the same cards 
they would drop out of the promotion), 

t perform as well on this dimension were! 



“Pree Belt Buc« 
smokers to have 

"CAMEL Spit Col 
considered unre 
Spit.* 


would be attached to the back of a car eras 
$fjp|a]lng Co “frat brats.* 


th two pack purchase was considered by target 
dec adult appeal. 

free with two pack purchase went too far and w 
le for anyone to wear something called "CAMEL 



| "CAM Posters" free Uith two pack purchase were not as relevant as 
Some of the ot1jgg||j|&g|aotlcn concepts In addressing target smoker 
| wants and llfeS'ty^e deed*. 

felfferent/Pniquc but not least, promotions should not be readily 

Available elsewhere — either in their basic form or how they ere 
ptyled to ettract the attention/appeal of the younger adult male 
smoker. Examples of promotions that performed well on this dimension 
^*ret 

% “CAMEL Card" game where most smokers stated that they had not seen a 
fSS^eae promotion of this type In packs of cigarettes before. 

- T-Shirt designs that employed the unique/fun-looking CAMEL logo wmre 
considered different and not available elsewhere. 



87M01103 


http://legacyJibrary.ucsf.ecfic(1jd^hatpsO0/p«Mv.industrydocuments.ucsf.edu/docs/lsxl0001 


S9&® EC605 


i 

t 

l; 

l 

* 9 


Examples of promotions that did not perform os well on this dimension 
v«ni 

- "CAMELflage* that offers high quality CAMEL clothing for a good 
price/value. As many target smokers are Marlboro smokers, they are 
aware chat their own brand already provides them the opportunity to 
take advantage of high quality branded clothing. 

“ '“free lighter” with two-pack purchase waa considered too common by 
most to get tnes^ to ; switch their purchase to CAMEL. (Marlboro runs 
this type of p£g!jjp$||on occasionally). 
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ATTACHMENT QMS 


y Strategy 
^Tne Individual 

advertising will position CAMEL as an authentic brand for smokers who 
era admired and respected by their peers because their attitudes and 
lJW|eetyleB distinguish them as Individuals who challenge convention and 
-Stand tall. 


EL la uniquely hole t 
|d that mak.es a posit 
smoke re refuse "TST 
tement that af f iplislii; 
pectad and admired by 
srette whose tasj^^edi 


e to fulfill these needs because of Its heritage aa a 


re statement about a smoker'a individuality, 
attle for the ordinary, preferring to make a 
Sir independence and projects an Image which Is 
pthera. Importantly, CAMEL la an authentic 
» beyond the common product values of the segment. 


Advertising 



^■advertising shoi 
srlfebro chglcjs. T1 
|S*emporai0Kahd dli 


g:«id CO] 

gel smol 




t the target consumer into rethinking the 
e, graphics should be nonconveotlonal, 
vely ovnable to CAMEL. 

Id provide a positive, emulatahle, end releva 


**0 

o 

Or 
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ATTACHMENT TWO 



Listing of Promotion Concepts 


Description 


- Carton “keeper" free at retell with purebase of a 
carton 

ek "keeper" free at retell vlth purchase of two 
packs 

lection of video movies available at retail for 
•95 vlth a three peek purchase. 

ended high quality outdoor clothing that would be 
f liquidating (send In proofs of purchase with 
11 amount of money). 

e $2 at retell on a six-pack of beer when also 
Ing three pecks of CAMEL. 


Guess the number of CAMEL packs sold since 1913 and 
$75,000 

the bidden CAMEL symbols In the picture end Win 

, 000 . 

orate your car vlth CAMEL symbols to win the car 
or iyour dreams. 

Svjepstakes for $750,000 In caah/prleea that you 
er by sending in an entry form with proof of 

hose. 

e CAMEL, Get a Jeep" with emoker automatically 
red in svee patakas by redeeming a pack coupon. 

- "Hitch a ride with a CAMEL" with smoker 
automatically entered Into e vacation sweepstakes by 
redeeming a pack coupon. 

- Semi In 75 pack proofs of purchase and get two 
tickets to the superbowl. 


is 

<9 

ta 

M 

w 


R 
J 
R 
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,sj£-Shirts 











er Shade* 



• lumper Sticker* 


• Auto Shades 


ATTACHMENT TWO 
(continued} 

Listing of Promotion Concept* 


Description 





saert Survival Kit 


t buckle 


Four "Party" T-shirts with different CAMEL logo’* 

| free at retail with a 3 pack purchase. 

T-shirt with pocket that reads "for our 75th 
| anniversary* we'll give you the shirt off our back" 

| free at retail with a 3 pack purchaae* 

|T-shirt that read* "which animal appear* on the 
''world's most famous cigarette pack? (aea answer oa 
j beck)" free ec retail with 3 pack purchaa*. 

jT-shirt that reads "Don't bust my hump* (with a 
picture of an older looking CAMEL) available free at 
|ret«i.l with a carton purchaae. 

"CAM" posters free et retail with a 2 pack purchase 
|(Cambo, King Cam, Cam 7u* Flay it Again Cam* ate.) 

|?ree beverages holder and nog available at retail 
Iwitb two-pack purchase. 

£ 

sPour mugs with different CAMEL designs free at 
retail with two pack purchaae. 

j?or $6.00 at retail, kit contained a pack of CAMELS, 
: "a lighter, a bandana, sunglasses and a desert 
^survival guide. 

Jpree belt buckle available st retail with 3 pack 
^purchase. 

Free sunglasses available at retail with 2 papk 
purchase. (Mirrored lenses with CAMEL logo on 
corner of lense and/or end of atom). 

Free hat with CAMEL logo patch available free at 
retail with six-pack purchase. 

Free st retail with two-pack purchase with sayings 
such as: "CAMEL smokers get e hump every day," "1 
brake for CAMELS," "watch out for CAMEL Spirit," and 
CAMELS are for Lovers." 

Get a free auto shade at retail with two-pack 
purchase. Shade has CAMEL logo design on It. 


* CAMEL Tail 


Get s free CAMEL tall at retail with two-pack 
purchase. (It attaches to the beck of the car m 
looks like a real CAMEL'S tail). 
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ATTACHMENT THREE 


Promotion Concepts With Average Appeal 


deeper - is an attractive way of holding your cigsrettea/keeping tbaa 
the coat of participating la too high (requires a carton purchase). 


Hitch 



^_ beer and cigarette® waa well redeved hot 

tcuJ t rima determining whether $2.00 off on a 
pack purchase of CAMEL'* was good deal or not. 

_ promotion could easily be Improved to 

erage appeal by convert Log the sweepstakes prices Into something 
ractive than vsc^'*!(#s (target expressed having a difficult time 
o get daya off fo rake a vacation). 


r - The ccmbinat 
motors had a dl| 

of beer with at 

I 

lde With CAMELt 


V-J 


"Pop Our 75th Anniversary ; 
* patt^^-ahlrta were mi 
the |Wct ^hat this one 


We*11 give Tou The Shirt Off Our Backs" - The 
ipiSiwlar than this version, although they did Ilka 



ttnptt), al thoi 

w ' enueoi 

Some of the i 

|out-of-date and;oore 





vadee - Represented 
done qu^te often. Quail 


lere very popula: 
}s. Unfortunate 
the purchase o 
fro 


two ? 


considered to young (more stilUbla for 

a lot of Interest in the "Cambo" alternative, 
like "Play It again Cam" and "Ring Cam* were 
flective of camel's old herltsge. 

;ood retail promotion but one that haa been 
1 be a key consideration to participation In 


younger adult male smokers particularly 15*14 
o a few said they would not participate me it 
packs to gat the hat free and it waa not seen 
’ hat offers (some said they already had enough 


chase, la always a good/popular promotion. 



it is also very common (Marlboro runs one occasionally) and many 
would not buy CAKEle Just to get a lighter. 


^ worth 25d on your next purchase of CAKCLs initially generated 
interest. However, after smokers gave It e little consideration.' 
ded it would be too much hassel to bring In an empty pack each time 


a 1 

the 

and $1.15/pack, it would still cost about a $1 to buy a pack of 

CAMEls (i.e. , not much of a cost savings). 


M 

w 
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camel younger w smoker focus croups 
' ; (KDJ> #85-13202) 


*♦ .. ... V 

* * ' it 


acoip wd i - - , . i. : ; ■ 

Cw%b tb* important* of younger adult »ck*r», CaKKL be* developed a new t >,A 
campaign which it directed.solely toward* thi* (roup. Although'.:.’, 
tfea .new- campaign 1* vary different-fro* tbm currant campaign, It waa developed 
supplement but not tapioca th* CAMEL World Campaign, 


^Jdpjeiment requested that^ the Younger Adult Campaign ba taken to foci** group* 
"’•M r to obtain con|^g^aactioo to tb* naw ad*. Six (roup* (four Ml*., 
war# condupfad lb ordar to obtain qualitative consumer feedback. 
|p§^^a ability of t^a adi^to catch on*'* attention and cha overall appaal 
or tbagj* execution*. |hgT ad| that war# shown conalatad of tlx dlffarant 

^ *Pproxlm*piii|iti|ir** execution* par the**, Tb# finding* froa tha 
wILF 00 * 4 4r# ,u *“*tiS«d ;; Jln thi* raport. 


j 1 Sml11# ttv^ r*#^rcb» tbe'iV^f lading** Vri "Vugg«• tlv« Wt h$z \ h*n 

[djrtoj,t tvt. hsssswW 


and pr<SR#fPI>f CA$ 

t Youngar Adult |s 
s ; event to youngar 

«*«* Youngar Adult |l 


;>aljpo will changa the negative perception* (amokar 
sSSild by ao many competitive amokar*. , . 


^gn will ba viewed at exciting, likable’and ■ I ■ t r v’ 
it smokers. 

* • • 1>'V’ 



> Youngar Adult ?icsp-*f.gn will ba more ralavant and appealing to youngar " r 
ilt amokar* th*4~th**.curr*nt World Campaign, or th§ Evolutionary V 

'palffo. ; . ) ’ ’ t - . ; 

naw campaign go#* much farther In reaching the boundarle* pf what la •; 
aptable to youc|piipli§|ult smoker* than the current campaign,' . 


m 


ter Adult Ca« 


Executions 


^^•rall, many of tha mala and female reapondenta bald negative wear and 
sjgxo duct percaptlona of CAMEL, In tbalr mlnda, CAMEL vaa thought to ba a 

harah product, amokad by older malea. however, mxpoautt to 
-t«e%ounger adult ada appeared to somewhat Improve tbaaa attitude*.- Thi# — 
Improvement atemmed primarily from two characteristic*! humor, and 
Yelavancy to youngar adult amokart. Certain ad* did convay tha meaaaga 
that CAMEL waa an acceptable chotcf for younger adult *mokara; sa 
avidanca, focu* group m a mb ara placid some of the ad* In youngar adult' — 
publication* *ucb a* Natlooal Lampoon and Rolling Stone . 

from* of tha nay ad* did appaar to capture the attention of the reapon-. 
dents—'and yat, many fall, short In on* are*. The axaeutloaa war# too , , 


a " .-.it. ii» "' v " RM000373 3 'll* VrJ 

• W ’mix.---— KiMl 
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*ta^e‘ in that they did not elicit enough excitement or enthualsam. It 
■■■■mppiirt that there i« etill such more roo» for further development among 
tnis particular age group. 

^iP|h* six themeb, *Co With It* end the ‘French Ceoele* appeared to 
•ttfact the sao#t positive attention. General reaction to each theme waa 
l*fct#ollowe: o 


"Co With It* 

These executl 
the aituatlon 
Focua group a 
•ctlvltiea—t 
anokers. Thi 
aapect of the 
line, 'Go Uit 





|e generally liked because of the young couple, 
Jwere in and the unexpected presence of the easel, 
scould relate to the models and their 
|e, there was a relevancy for younger adult 
Ity u*b a successful compliment to the fantasy 
(s represented by the camel). However, the tag 
iappeared to be flat and outdated. 




X5*. 



?)1 received due to the fun/hucror aspects of the 
ywi any other theme, the "French Camels’ appeared to 
attract the r^ff¥i?^fFi&nta , attention. The main drawbacks of these 
executions ve|&^&dt: one, they may be more appealing to an even 
younger age grW|> «Pnd two, there is some confusion as to the meaning 
behind them (as«jjpSx>cu* group members were hard-pressed to explain 
the purpose Jilt.iife^ads), 

‘Welcome to ferpa^ia* 

These ads fe^PPfl^ft because the 'Oasis’ concept was not meaningful 
or clear to ||Sij||g§§^nger adult smokers. To some respondents, the 
oasis cooiajnf ca^ed^a place to come for relaxation. However, many did 
not underets^^^H^Ia caoel and a pyramid had been placed in different 
settings. The fantasy element was hot extreme enough, and was 
therefore loat in this group, furthermore, the pyramid bore no 
aaaoclatlon to the CAMEL pack among theae reapondenta, and thus the 
herltage/myatlque quality of the executions was irrelevant. 

‘Smoke Rings* 

lo these visuals, the younger adult smokers did not understand the 
connection between the ads and CAKFL's smoking billboard. 
Consequently, the ads sppeared somewhat "stupid” and sundane. The 
exception to this waa the underwater billboard. This particular ad 
combined the unexpected with the unexplainable, and as a result It 
received positive feedback. However, ouch of this positive feedback 
waa due to the actual underwater visual and not the overall concept 
of ‘Smoke Rings". 
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"Camel. H>a* 


■M‘ 

r:, 


t 4, 



*< '<: 
•r 



" J«rt«ptloa of the brand. 


r 

t' 


Td Walk 


I i ■ •'* ' f* 

I * • ' - * \ Ji;v V *. 

Tb« moat surprising raault of showing tha»# ad* waa that the target i -' 
did not remember^ tK^ 'I'd Walk a Kile" Campaign of tba I960'*.. Aa 1 * 
raault, eh# huiyojflkfj the executions did not com across, Ioataad, *•; 

ittsmptad to mak* lltaral Interpretation* of tbg. 

elgnlfleant becauaa It suggest* that CAKKL’a 1 
at, and therefore somewhat Irrelevant, to younger 


focua group 
ad. Thl# laa 
heritage la 
adult emokara. 



laitai og.- la 
portrayed la 
fun and group 

Among aavaral 
liked aa ouch 

CAKEL Peckagi 


' '»;» • 

palgn waa consistent with previous focua group 
1, tha response waa poaltlva. Tba activitlaa 
lutlenary ad* were ralavaat bacauaa tbay depict * 
ty, both Important element# to younger adult*. i< 
group*, tha Evolutionary Campaign appeared to pa 
PET"not mora, than tha Younger Adult Campaign, • , 

, * t . ‘ * • 

Trial 


To theaa emo 
negative pare 
deaert acena, 
The whiter, c 
Focua group 




CAKEL FUtera pack la symbolic of their 
of CAKBL. The yellowish pack color and tba 
t that tha product la old, stale, hot and barah, 
CAKZL Light# packaging waa batter received, 
were also quick to point out tba negative 



t, < • • 


Tbaaa artists' rendering* held vary little appeal for tba target.,, 

*e tha rendering# tear# apparently too cerebral In nature. The ' 
ftuaoroua,.•avant-garde* element of tha piloting# an4 of tba tag llnai 
yea not appreciated by tbaia group#. In addition, the ultra-macho iL', 
figure# only served to reinforce end accentual* tha aaacullna ?■ 

• V'V 


.) i 


connotation# of ‘ CAKZL Teat#' 

It la 1*portant to note chat trial conalatantly evoked aurpriaad 
reaction* that tba produet (both filter# and light#) waa not aa 
atrong and harah aa waa arpected. In fact, many enjoyed tha 
^product's teat* and delivery. Theae poaltlva reaponaea In trial 
indicate that CAMEL'* probleaa are not due to poor product, but , 
retbar to negative ueer imagery and ml a concept Iona that CAMEL baa 
only tha non-flltarad atyle, However, if tbe Brand could stimulate , 
trial among this group of competitive younger adult#, tbaaa amoker# 
would aa* that CAKEL'a product la Indeed acceptable, In cum, this ‘ 
would help overcome tbase negative parceptlona. 

"Let CAKZL Taka You to tha Hoyles* Promotion 

Essentially, youngar adulta liked tha concept behind tha promotion , 
and erpreaead eagerness to participate. They did, however. bu» 
mlxad fcalinaa about tha overall creative alm&aVt of thim particular , . 
Tlaual. , 
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OUTtPIHfl HYPOTHESES: 




: eitfei 

mmmu 

2. : CAMEL 


tiee.il 

eleaeht 


^Jakel*. oegati ve ie-aarket perception* afcong younger adultl, a 
SsSETrected toward* then auat be very appealing and atiaulatlog, •« 
eye-catching* While theae younger adult ad# appeared to »ove the 
right direction, the ad* did not »ove then to the neceaaary 


t of heritage not appear to.have quitejthe leverage 

target group thgki||Sif earlier preauaed. The reaaon for thla 
that this age (group it too young to reaeober eaTller 
.Walk A Kile”, tjphe evoking billboard, the caioel or any other 
elated vl th the Brands. 



lD overall appealvounj 

rAelipPiiSl^eay ■(*, The 
BOdela their ovm age and #4^^^ 
relate ^o; the fantasy eleafr^^ 
uneapec|fe^^or, hursorou# atlfeSKSsfe! 


j 

ger adult saoker# appear to like a 
; eletaent encoapaeaea factor# auch at 
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